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Rough Proofs 


When Mayor LaGuardia wanted 
to tip off his constituents to im- 
sending shoe rationing, he broad- 
cast, “lt won't be a food, and don’t 
do any unnecessary walking.” Ain’t 
ne the old smoothie? 


7, =. 


A sports writer, discussing Clark 
shaughnessy’s move to the Uni- 
versity of Pittsburgh, says the T- 
formation will go over well with the 
boys in the hard coal region. He 
must mean the Panthers have root- 
ers in Scranton, too. 
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A Tucson super-market, a Rough 
Proofs scout reports, displays an 
open box of pinon nuts accompanied 
by a protective sign with the suc- 
cinct warning, “No grazing.” 
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The women who will be devas- 
tated because they can buy only 
three pairs of shoes a year are prob- 
ably the same ones who have been 
walking around all this while with 
their toes outdoors. 


i}. 


Carl Hendrickson, of the Depart- 
ment of Commerce, tells of the 
“pent-up, starved consumer de- 
mand” for durable goods after the 
war. And a lot of consumers of 
non-durable goods would settle for 
a nice, thick tenderloin steak right 
now. 
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Since BBDO is now handling 
publicity for the Waves, one of their 
first stories ought to answer the 
uestion uppermost in the mind of 
every recruit, “Will they be per- 
manent?” 
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Mary Lynn soup mix, now being 
introduced in Cincinnati, carries a 
apsule full of vitamins. And you 
can count on the National Associa- 
tion of Retail Druggists to denounce 
itas unfair competition. 
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Dr. Smelser and other P&G of- 
ficials have been fined for using the 
mails to acquire some Lever Bros. 
merchandising secrets. Market re- 
search may now be added to the list 
if extra-hazardous occupations. 
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When a well-known business man 
retired recently “to take an intel- 
iectual vacation,” Milo Smith opined 
that he had put himself right in line 
lor a big government job. 
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AA headlines: “New Calvert 
Drive to Further U. S. War Effort,” 
and “New Carstairs Series Promotes 
War Winning Ideas.” 

Isn’t anyone interested in serious 
drinking any more? 
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actual pictures,” the WPB an- 
hounces, can be made on 33 mm. 
im only by special permission. 
Ynce more it is evident that truth 
not only stranger than fiction, but 

1 less welcome. 
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ice Magazines are prepared to 
n space to the customers on the 
of past performance, reader 


that of the Daily Racing Form. 
oe oe 


VERTISING AGE ingenuously edi- 
lizes in favor of “work for it” 
pared with “vote for it.” But 
‘he past ten or twelve years the 
‘e for it” school has been doing 
right. 
Copy Cus. 


est in PIB may soon begin to| 


HELP WANTED 


a 
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CR Rtm Ore BERG TERE Rem Comreer oSenmee 


For the first time in 17 years, Illinois 

Bell Telephone Co. broadcast an appeal 

last week for young women to fill avail- 

able positions, using newspapers in its 
area. 


Shoe Makers See 
Bright Side to 
Ration Order 


Conservation Copy 
to Continue; High 
Sty!e Lines Hit 

By JOHN B. MILLER 


Chicago, Feb. 11.—Despite strict 
rationing of footwear throughout 
the country, the volume of shoe 
advertising is expected to suffer 
little, it was indicated this week. 

New policies are still in the for- 
mative stage, of course, but the 
industry for months had anticipated 
i'some form of limitation on retail 
sales in view of the large supplies 


|of footwear demanded by the armed | 


iforces. As a consequence, manufac- 
{turers in some cases will be forced 
to vary advertising themes only 
slightly, giving added emphasis to 
conservation now that the _ indi- 
vidual consumer is definitely limited 
to three pairs of shoes a year. 
Companies which have promoted 


took the view that rationing will 


product since the order sets no limit 
on quality and consumers may be 
expected to seek the best footwear 
available. Retail stores found this 
to be true with the first rush of 
buyers Tuesday following a one-day 
ban on all shoe sales. 


Go at Fast Clip 


telephone checkup of retail clients 
from coast to coast reported that 
when shoe sales were resumed 
Tuesday, nationally-advertised lines 
of better-priced footwear started 
selling at a land office rate. 
High-style lines—“confectionery” 
shoes in trade parlance—and the 
low-price brackets were neglected 
by the majority of buyers. Since 
the emphasis in the future is going 
to be on sturdy, not flashy varieties, 
the government may permit the sale 
of high-style shoes without requir- 
ing coupons in order to clear stocks 
(Continued on Page 37) 
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Others May Follow 


Donald Montgomery 
Named in Significant 
Move by Labor Union 


By JOHN CRICHTON 


Washington, D. C., Feb. 11.—The 
shape of things to come in the con- 
sumer field was clarified here yes- 
terday by the announcement that 
the United Automobile Workers will 
open a Washington office next week, 
and that Donald E. Montgomery, 
recently resigned consumers’ coun- 
sel of the Department of Agricul- 
ture, will be retained in a similar 
post by the UAW. 

So, after resigning in December 
because of the alleged “pushing 
around” of the consumer by the 
government, Mr. Montgomery re- 
enters the picture, this time as top 
consumer executive of one of the 
most aggressive, voluble and well- 
heeled unions of the Congress of| Magazine and newspaper copy similar to 
Industrial Organizations. this full-page message is being used to 

In a press conference yesterday,| promote the Victory Garden edition of 
Mr. Montgomery sketched his duties| the Wm. H. Wise & Co. "Garden Ency- 
as consumer head of the union. The| clopdedia." A record budget, $100,000, 
first is stabilization of the cost of| has been set aside for the advertising. 
living, in line with promises made 
by Economic Stabilization Director s 
Byrnes and others; in this connec- | h Art F d 
tion, he will keep in touch with Grap iC $ un 
OPA in matters of price control, 
rationing and allocation, and with 


7 
ganna on food supplies ">. Channeled Directly 


The second of Mr. Montgomery’s 
duties will be to keep the 780,000 


NEW OFFER 
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Packod wrth More Practea! GARDEN INFORMATION 
Tees Avy Other Volume Rear Nis Pree 


| 


high-quality trade names for years | 


serve to point up the value of their | 


One manufacturer who made a| 


Admen in the Armed Forces 19 | 


- 
members of UAW and their families | to War Campaigns 


abreast of the changes in the civilian | 
;economy, and to keep the locals 
j}aprrised as to what the whole sup- 
ply of food is. 


New York, Feb. 10.—The printing 
industry, which set out to raise 
1!$100,000 to stimulate printing last 
| July, has instead shifted its activi- 
: ; , |ties to an elaborate program for 
In his swan song as Agriculture’s ‘helping the government and private 
consumer counsel in December, Mr. | industry use printing intelligently 
|Montgomery painted a gloomy pic- in the war effort. 


|ture of the prospects for the con-| pattern of the industry’s war ac- 
| sumer. 

“Few consumers, least of all those| when the Graphic Arts 
with low incomes, have been able 
to send paid spokesmen to Wash- 
|ington to look after their interests. 


Recalls Government Struggle 


Victory 
Committee released to more than 
9,000 associations and companies a 
comprehensive manual, “Conduct 
That is why consumers’ counsels| Your Convention By Mail,” de- 
were set up in the first place,” Mr.| signed to assist the Office of De- 
Montgomery said on that sad day.|fense Transportation in conserving 


“And that is why consumers’ coun-|transportation for vital war pur-| 


'sels have been liquidated, one by |poses through reducing travel to 

one.” | conventions. 

| “Farm and labor organizations | Major projects of the committee— 

‘should immediately begin to con-| financed by various branches of the 
(Continued on Page 33) | (Continued on Page 35) 
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Last Minute News Flashes 


‘New York Office Opened by Sherman & Marquette 


| New York, Feb. 12.—A fully-staffed office will be opened at 50 Rocke- 
|feller Plaza by Sherman & Marquette, Chicago agency, Feb. 19. J. Allen 
| Barnett, vice-president of the agency, will be in charge. Ashley Belbin, 
|formerly manager of the copy department of Pedlar & Ryan, will head 
the creative staff. William Bacher will be radio director; Kelso Taeger, 
director of media and research; and W. R. Denning, production manager. 
The latter two formerly held these posts in Chicago. 


Use Salt on Grapefruit, Morton Urges in Big Drive 


Chicago, Feb. 12.—Morton Salt Company will use 500 newspapers, 150 
radio stations and 24-sheet posters in a 14-week campaign urging grape- 
fruit lovers to use salt on this fruit to “make it taste sweeter.” Any ref- 
erence to sugar saving is carefully avoided, however. C. L. Ostrom, ad- 
vertising manager, said the campaign is one of four planned for 1943. 
» Walter Thompson Company is the agency. 


Elgin Watch Buys CBS Network Show 


New York, Feb. 12.—“*The Man Behind the Gun,” CBS sustainer aired 
Sunday nights from 10:30 to 11 p. m., EWT, has been purchased by the 
Elgin National Watch Company, effective March 7. The program, origi- 
nating here, will be heard over 59 CBS stations. J. Walter Thompson 
Company, Chicago, is the agency. 


J. J. Tennyson to Blackett-Sample-Hummert 

Chicago, Feb. 12.—James J. Tennyson, for 16 years a copywriter in the 
New York office of Ruthrauff & Ryan, has joined the creative staff of 
| Blackett-Sample-Hummert, Chicago. 


tivities was revealed this week | 


Auto Workers Name| Victory Gardens to Benefit 
Consumer Counsel; from Huge Promotion Push 


Expect Total Effort 
to Exceed Any Other 
in Size and Scope 


By S. R. BERNSTEIN 


Chicago, Feb. 11.—The best tunes 
of all may go to Carnegie Hall, but 
the best promotional ride of 1943— 
and perhaps of all time—will un- 
doubtedly go to the growers of 
seeds, and the sellers of fertilizer, 
garden tools, work gloves, slacks 
and their brothers who have a direct 
stake in turning every possible 
square foot of unoccupied earth into 
a miniature Garden of Eden. 

Everyone from implement manu- 
facturers to makers of calculating 
machines will have a place on the 
1943 Victory Garden bandwagon, 
already rolled out of the barn and 
due to parade down the street in its 
fullest glory during the coming six 
or eight weeks. 


Record Breaker Expected 


The Treasury undoubtedly stole 
the 1942 promotional show with war 
|stamps and bonds, gathering to- 
|gether what many advertising men 
| believe to be a volume of promotion 
| heretofore unprecedented, but devo- 
| tees of the Victory Garden idea feel 
sure that whatever promotional rec- 
ords the Treasury may have estab- 
lished last year will be shattered 
easily by the vegetable-sellers this 
year. They point out, in explana- 
tion of their argument, that whereas 
all that is required to buy bonds is 
the money and the desire, gardening 
embraces education, information, 
instruction, discussion and consid- 
eration ad infinitum. Therefore, 
while the volume of advertising and 
promotion designed purely to induce 
people to plant Victory Gardens may 
be considerably smaller than that 
used to induce people to buy war 
| bonds, the columns of supplemen- 
tary editorial matter in magazines 
|}and newspapers which explore the 
‘how and what angles will easily 
outstrip all the space devoted to 
| Treasury matters in any fiscal year. 
Lacked Official Drive 


| Although Victory Gardens were 
prominent in certain sections of the 
‘land last year, they did not have 
|an official drive behind them. Now, 


bee. Department of Agriculture has 
/not only officially endorsed the Vic- 
|tory Garden idea, but has estab- 
\lished a definite quota calling for 
a minimum of 18,000,000 such gar- 
dens, with one-third of that number 
on farms and the other two-thirds 
in cities and towns. The bureau of 
campaigns of the Office of War In- 
formation, in cooperation with the 
Department of Agriculture, has de- 
veloped a Victory Garden campaign 
book which calls for carrying 
|through until the canning season in 
the fall, and scores of manufactur- 
ers in all lines of business, includ- 
ing such well-known advertisers as 
Hires root beer, Coca-Cola, Inter- 
national Harvester, International 
Business Machines and many others, 
have already developed plans for 
pushing the movement in their own 
advertising and promotion. Can- 
ners will be included in the cres- 
cendo of Victory Garden promotion, 
joining the ranks of advertisers who 
have been reversing the normal 
function of advertising by urging 
people not to buy their products. 
Purely editorial promotions such 
as the article in the Feb. 6 Saturday 
Evening Post, the Victory Garden 
program started on the Blue Net- 
work Feb. 1, and the sound movie, 
“Gardens of Victory,” sponsored 
and donated to the Office of Civilian 
Defense by Better Homes & Gar- 
dens, plus an all-out newspaper 
drive in which the Omaha World- 
Herald, sparkplug of the famous 
scrap campaign of last year, has 
already taken a major position, will 
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ADVERTISING AGE 


bring information and 
to every citizen. 


Includes Parks, Railroads 


Public parks are being plowed up | 
to take care of community gardens | 
in big cities, with such projects as | 
that of the Chicago Park District, | 
which expects to turn over 30,000 | 
garden plots, each 5 x 12 feet, to| 
school children. The New York'| 
Central Railroad hopes to have an | 
11,000-mile Victory Garden spring 
up along its right of way, as do| 
other roads. The railroad has 128,- | 
000 employes, of whom some 90,000 
live near its tracks, and these men | 
and women will be invited to pick | 


inspiration | 
| 


themselves a spot for the raising of | 
The Milwaukee | 


their vegetables. 

Road and the Illinois Central have 

already instituted similar plans. 
Those publishers fortunate enough 


to have a garden book on their lists | 


are having a promotional field day. | YOUR KITCHE 


William H. Wise & Co., New York, 
for example, which has included a 
special Victory Garden section in 
its 1943 “Garden Encyclopedia,” has | 
appropriated $100,000, the largest 
budget ever put behind a single 
item in the company’s history, to 
promotion of this timely volume, 
which sells for $3.50. The campaign 
is scheduled to run from February 
through April, and sales are already 
estimated at 60,000 or more. Full 
pages in The American Weekly, 
This Week Magazine and the gar- 
dening section of the New York 


STORE DISPLAY 


WAR GARDENS 


250,000 of these Victory Garden post- 
ers have been distributed to seed stores 
and other retailers by the National Gar- 
den Bureau, 25-year-old organization 
supported by seedsmen. 


brunt of the campaign, 
mented by copy 
magazines. 


Journal-American are bearing the 


supple- 
in horticultural 


Chas, E. Hires Company is devel- 


oping extensive advertising plans! 


‘for an offer of Victory Garden vege- 
| table seeds valued at approximately 
$1.50 for 25 cents and a coupon, 
following a test using 1,000-line 
space in newspapers in Dallas, Bir- 
mingham and Philadelphia last 
month. Others are offering seed pre- 
miums, but the number will prob- 
ably be smaller this year than last, 
because seed producers faced with 
a market they are not sure they can 
satisfy, are not too greatly interested 
in selling seeds at low gross mar- 
gins to be used as premiums. 


Stores Also Join 


| Even department stores are not 
|to be overlooked in the overflowing 
| Victory Garden cornucopia, as evi- 
_denced by a full-page advertisement 
/used in Atlanta last week by Rich’s, 
| local store, announcing formation of 
“Rich’s Backyard Garden Club,” 
which will meet in the store’s audi- 
torium every Wednesday afternoon 
from now on. 

Most directly affected by the 
potential bonanza dropped in its 
lap, and in many ways least ex- 
cited, is the seed industry itself. 
A little-known industry, and a 
fairly stable one, it knows that busi- 
ness this year will be the largest in 
history as far as vegetables are con- 
cerned, but it refuses to get too 
enthusiastic about the prospect be- 
cause it knows it will sell all the 
seed that is available, and probably 
won’t be able to fill all orders long 
before the last hesitant housewife 

(Continued on Page 36) 


Buyer yesterday 
RATIONEER TODAY 


Buyer tomorrow 


Some day he will have to be SOLD again 


Making his purchases in an open market, the 


Every retail merchant through- 
out Ohio's DOUBLE-VALUE 
market has high regard for the 
influence of the Blade for it not 
only biankets metropolitan Tole- 
do... it covers his town too! 


retail merchant was formerly quite a buyer. He 


had to be sold. 
Today’s shortages have 


wrought changes and 


for the time being he is more of a rationeer... 


but the day will come when he will again be the 


hard-boiled buyer. 


Newspaper advertising daily going into 


the 


homes of his customers has always proven a 


powerful influence in his 


selection of brands. 


Through periods of scarcity and abundance the 


power of newspaper advertising flows steadily 


on and on. 


Are you using this power to full advantage to 


maintain consumer... and dealer... preference 


for your brand? 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY 


PAUL BLOCK AND ASSOCIATES 


February 15. 1943 
— 


AN ANNOUNCEMENT AND ANSWER ~ 


‘To Budweiser... 
and its many friends: 


», 
ay) 
Ry ‘ h t's unfortunate tb 
EBD. Budweiser Beer will temporarily not be 
. on the Pacific Coast. We mean this sinc 
To the many friends enly because you sre one of the trety gs 
é 5 of America; not only because you hay 
, . 
of Budweisei Sect « eateasd testistens tes Wash’ 
past years your competition has been clean, | 
est. Your last statement, "We commend to om 
fe our prrvuege and deure to cooperate is We know thar all whe are denned © the many fine beers wow being brewed ou the | 
the relief of the rail ural problem on the Budweiser of the Pace Coan, ~ © 
aie a 2 Bape Coast’, is evidence af your good sportsinans 
Cade dtraten of Satniee Gees contin © 2 pinta © tun This statement and the unselfish actio 
bur » fraction of the woral rail wall load on cary cecvifice w hemes prompted your announcement, is typical of | 


responsibility which, we like to feel, our iy 


o 0 call wale emengency is sclieved, ~ has and will continue tw have ever in mind 
and we have so utormed che Var Production 

i toching forward to the dey when this com We, as one of the Pacific Coast's oldest brew 

Th duckie cgglin w oft ht al Pawn of good tame ull agaun be oy alate will do our utmost to see that the thousay 
Budweiser scheduled to leave our plaot ia be dhe busy menanime © + commend 1 ovr folks in this area who attach a Special va 
S Louis for Calfornia Oregue sod Washing frends the many hee heer nom being brewed . 

their right to enjoy a truly fine glass 

toa, after January Sine 0 the Pacihe Coase ° . d . hess 


beverage of moderation ... have that Opportunity 
AWHEUSER BUSCH 
samt court 


BLITZ-WEINHARD COMPANY 


PORTLAND, CHtGONm 


a 


With the full-page newspaper copy shown at the left, Anheuser-Busch, Inc. e,. 

plained its decision to help ease the rail traffic load by ending Budweiser ship- 

ments to California, Oregon and Washington Feb. |. Blitz-Weinhard Co. Port. 

land brewer, followed up promptly with the second ad praising the good sports. 

manship of a competitor. Short and Baum, Advertising, directs the Blitz-Weinhard 
account. 


| McKesson-Robbins 
Magazine, Radio 
Budget 1.5 Million 


| New York, Feb. 11—Continuing ; 
steady upward trend of the last fow 


Ls 

Form Institute 
7 

for Education years, McKesson & Robbins has ap. 

propriated $1,500,000 for product 


Chicago, Feb. 11.—While Andrew | Promotion and advertising in 1943 
Duncan, managing director of the Campaigns have begun for five 
newly-formed Cereal Institute, said Products. 
today it is too early to discuss de-| Calox tooth powder will be ai- 
tails of the plans of the organization, | Vertised in Collier’s, Fawcett Screen 
the stage seems to be set for a Unit, Good Housekeeping, Lif 
smashing advertising campaign to | Look, Movie-Mirror, Photoplay, The 
take advantage of the peculiarly Saturday Evening Post, and Screen- 
favorable situation of the members. !and Unit. Spot radio announce- 

Cereals are plentiful and inex-|™Ments will supplement the maga- 
pensive. More important, they will Zine schedule in 56 cities. 
consume few points under the ra-| Quarter hour newscasts on 64 
tioning system to take effect next | radio stations, supplemented by spot 
month. Formation of the Institute | @announcements, will carry the brunt 
is seen as the first step ina plan to | of promotion for Bexel vitamin B- 
make cereals the No. 1 dish on the ;complex capsules. Approximately 
American menu, in peace as well as 14 stations will be added during 
in war. 1943. 

Founding members are such ad- | 
vertising giants as Cream of Wheat, | 
Kellogg Company, General Mills, 
General Foods, National Biscuit | 
Company, Pillsbury Flour Mills and | 
Quaker Oats Company. However, cipal markets. 
other cereal breakfast food compa- | Albolene cleansing cream will be 
nies have been invited to join with | featured in monthly advertisements 
the founder members in this coop-|jin Life, and in spot radio. 
erative endeavor, “which will be of| Yodora deodorant will appear in 
an educational nature and will coop-| Life and Look, supplemented | 
erate with the government’s nutri- | spot radio. 
tion program. ; J. D. Tarcher & Co., New York, 

Mr. Duncan has been with Leo|the agency. 

Burnett Company as account execu- 
tive for the American Meat Insti- | 
tute. He came to the agency from | 
National Tea Company, where he | Expands Offices 

was advertising ee While | New and expanded office facilities 
the institute will have its headquar- for the Mutual Broadcasting System 
ters in Chicago, the exact location | New York, were officially opene 
has not yet been determined. last week. The modern _interio! 


A |were designed by Mary Lou Car- 
Over 900 Entries in 


| penter. 
Art Directors’ Contest 


Miller McClintock, Mutual’s presi- 
dent, gave a staff preview on Feb. 9 
More than 900 entries have been | 
submitted in the 1943 exhibition of 
advertising art sponsored by the Art 
Directors Club of Chicago, which 
opens at the Art Institute Monday, | 
March 1, Don McCray, committee 
chairman, has announced. 
Judging of the entries which rebel 
hung in the Art Institute showing 
will be done on the opening day of 
the exhibit. Artists, advertisers and 
_ agencies in the Middle West were 
| eligible to participate in the exhibit. | 
ai 
| . 
Kitchen Klenzer 
in Newspapers | 
| Fitzpatrick Bros., Inc., Chicago, 
/has released a newspaper campaign 
| for Kitchen Klenzer in a dozen mar- 
|kets which have not been covered 
by advertising heretofore. 
Arthur Meyerhoff & Co. 
| agency. 
‘McCarthy Joins WOR 
| Eugene McCarthy has joined the 
sales department of WOR, New 
York, as an account executive, suc- 
ceeding William Thomas Hamilton, 
who resigned recently to join the 
staff of Puck—the Comic Weekly. 
Mr. McCarthy has been with the 
New York Journal-American for the 
past four years. 


Cereal Makers 


Other Products Pushed 


Soretone will be advertised in 
Collier’s, The Saturday Evening 
Post, and on one-minute transcribed 
dramas on radio stations in prin- 


Mutual Remodels, 


11.2% GREATER EFFECTIVENESS '% 
PRINTING COMPENSATES FOR !0: 
LESS QUANTITY OF PAPER 


is the 
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Specialists in Coated Papers since 1@ 


Te # - a rn “et - Pe ae - ‘S a es ‘ ‘ = opie ge nn oan os ieee fe ke F Fire 3 EA copes hig i Tek. rs Sey, A ae Wiha, / - ee r ete. ie ot Bere i Ai ie ; + ; : = vy 4) es 
Spee 4 ane . 5 fe 4 . . - na‘ q ae é ne ee : ; ‘ peal . di - pa a Y : cnt La oy oe ae vind , ty BS eh fs es : 
~ Febr' 
ae bad ae = —_ = — ——— —————— —s ms Ee — ae 
ce Ft 
- ee 
| ICT ) ; Y 
ee L . 
& } 
; — = 
pie i ’ 
; -- ‘i « aie | | 
- Bs * ee: 
ww hi? “ek ee | ’ 
i" os oh ws ees Bd ; — 
a 2 7 aes : . & 
| es 
| 
; | 
| 
a — - 7 
‘ ee Pe 
- EL ee | 
| FACT 
eer | SPEN' 
Po 7 aa 
‘q | ae _ : iii, 4 := 
pee i. : ss es } te 2 . ¢ * we, 
ee tee ms 3 eee ; 
ae - — =_— b 
a ? * . bs : “4 pia : ‘@ = | ec 
7 ae <> S| lh A | me 
Pe re. iad ne oe 
; ‘ ie r } Be (a oe Pca re ¥ is = | p a 
ail Le ' > a f oe .* eo, eee are 
[ re 4 co ae eee a te Se sam 
Se F .* Peay a ie ee ae Qa eS MS a | 
< “ow 71 .: ! =F. i ae 
' “i % —. -< 2 * = oo d 
sine gala SS fe ne bi Orisa t ae We 
lal a a ‘ eo eee ose ie Ey 
Pe od | a = ee bei ae ‘ 
ee _— > im Sam Se See ite 
’ / yee yea as — > oa Fg, ie oye Fac 
Ath. > a —— : “ee ee 
’ ( ; Pi ae a — > es —< oe —— ," Tae 
: fe ic. aa a = — << magre* —~ Coial 4 4 ’ i; 
ee ; se agli e cul <“~ ’ 
nee | are 
steers 
ents 
oh mc 
_ ‘ 
VO. 
7 | 
‘ 
s | 
; } 
. On | 
Lif Jen, ue | 
= 
S a 
S 
a 
oe y : 
eS : i 
eal pFOLEDO ee 
| Sc tet‘ Ct. | 
4 
ia Si 
"a : 
=e aed 
a | 
Eo * — 
4 Caer 
a Tl 
ae a 
‘ he ae 
* - ae Sg ° 
aie as ; 
3 i My ea ar Bg ge te ees gy A PS Wears shee ’ , May de ee <i, ah meas ety RS Meg nh eee a a ; ’ cee: - ats Pe ee 
es , ‘ toa das nates: ae : j er as be Dae ; §, = 


1h ge 5 Ae: 
i 


3 February 15, 1943 


ADVERTISING AGE 


— 


Reached by Fact Detective Magazines 


that can serve you profitably in 1943 


If you have to review your advertising 
plans for 1943, look to the Number | 
civilian man’s market offered by the 
Fact Detective magazines. These near- 
ly 3,000,000 men purchasers of the 


FACT DETECTIVE READERS standard size,smooth paper, easy read- 


SPEND, ON THE AVERAGE, 
$6.64 PER MONTH FOR 
LIQUOR 


“hub”... 


ing detective magazines are your sales 
.They are ‘must’’ mediums on 


any liquor schedule. More true in 1943 than ever before, 


because of steady employment and rising income for the 


men who run the defense 
plants. These 3,000,000 men 
are the “home front”. They 
make up your biggest civil- 
ian market... and liquor 
advertisers can best reach 
them through their favor- 
ite reading medium — the 
Fact Detective magazine. 

Fact Detective magazines 


are bought and read every 


INCOME STRIDE OF THE 
FACT DETECTIVE FIELD 


$1,942,000,000 


A 102% Increase 


in Aggregate 
Annual Income '°?% 
1942 over 1940 


$936,000,000 | 


li a 5) Qe aa 


Source: Dell Detective Group Survey 


month by nearly 3,000,000 men. This circulation is purely 
voluntary, no force or inducement is advanced to en- 


149 Madison Ave., 


courage the purchase. It 
proves that the magazine 
is wanted. And want is 
based on desire, which 
creates an avid readership 
both editorially and adver- 
tising wise. 

Editorially the Fact De- 


New York * 360 N. Michigan Ave., 


4 $100,000 000 
LIQUOR /[MARKE7. 


tective magazines hit right in 
the solar plexus of the great 
“home front” industrial 
market. Men readers look to 
these magazines for relaxa- 
tion and entertainment. These 
men who work with hands 
and mind lean to the edi- 
torial technique of these mag- 


azines. Their work requires 


the assembling and fabricating of goods.. 


HOW FACT DETECTIVE MAGAZINES 
COVER THE WAGE EARNER MARKET 


FACT DETECTIVE MAGAZINES 


GENERAL WEEKLY MAGAZINES 


a RAL MONTHLY MAGAZINES 


PICTORIAL MAGAZINES 


FRATERNAL MAGAZINES 


MECHANICAL MAGAZINES 


.the Fact 


Detective magazine gives its readers this editorial 


vehicle .. 


FACT DETECTIVE MAGAZINES 
SHOW OVER 200% INCREASE 
IN CIRCULATION, 1932-42 


1932 1934 1936 1938 1940 1942 


reader — 34 years.. 


. to deduct, analyze 


and conclude a problem. 
Mature, hard working men 
read the Fact Detective mag- 


azines. Average age per 


.a ripe 


vintage for sales entree by 
any national liquor advertiser 


.. and, money flows freely in 


the wage earner class, who 


today are earning over 73% of the national income. 


The leading Group in the 
Fact Detective field is Dell 
Detective. MORE ADVER- 
TISERS SELECT DELL DE- 
TECTIVE GROUP than any 
.it has the 


largest circulation, more 


other. Because.. 


bonus per dollar invested and 
is your best buy. 


DELL DETECTIVE GROUP 
LEADS THE FIELD 

IN ADVERTISING LINAGE 
12 MONTHS, 1942 


6000 LINES 
\ 
q DELI GROUP - 
VY \ 
4000- 
/ \ cd 
OF FIELD 
AVERAGE }— sie! 
Ltt 1 


Ja. ¥. Me Ap, My.Jo. ty we SO. MN D 


Chicago * 714 W. Olympic Blvd., 


| THE IMPORTANT “MAN” MARKET OF THE DELL PUBLISHING COMPANY, ee 


Los Angeles 


(A letter or call to our office will bring you a copy of Dell Detective Group's recent liquor survey.) 


THERE’LL ALWAYS BE A LIQUOR MARKET WHERE MEN CONGREGATE...THE FACT DETECT!VE FIELD 
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ADVERTISING AGE 


Arguments Ended 
in FCC-Radio 
Monopoly Case 


Supreme Court 
Expected to Rule 
on Case Next Month 


Washington, D. C., Feb. 11.—The 
Supreme Court today finished hear- 
ing the arguments of government 
and network attorneys, involved in 
the radio time option monopoly case. 
Should the rules of the Federal 
Communications Commission be up- 
held, the advertising pattern of net- 
work radio will be vastly different, 
for advertisers, agencies and net- 
works will henceforth be prompted 
to woo the stations. 

Speaking before a_ well-filled 
court room, John T. Cahill, repre- 
senting the National Broadcasting 
Company, made a strong plea for 
the court to uphold freedom of the 
press as exemplified in radio. “Un- 
less the same vigilance is applied to 
freedom of radio as former genera- 
tions have applied to freedom of the 
press, one of our most sacred rights 
will be lost,” he said. 


Discussing the option time factor, 
Mr. Cahill declared that without 
option time “there can be no com- 
petitive nationwide network broad- 
casting. Cohesive network organ- 
izations able to compete with other 
advertising media or with one an- 
other, could not exist.” 


Must Have Guarantee 


Unless the requisite national cir- 
culation can be guaranteed to the 
national advertiser, he will not use 
network broadcasting, Mr. Cahill 
declared, and added that about one- 
third of the total radio broadcasting 
time in America is paid for by ad- 
vertisers. This one-third, however, 
pays the freight for the wide vari- 
ety of public service and sustaining 
programs which consume the rest of 
the broadcast day. 

He pointed out that the option 
clause precluded only a few hours 
of the day, but this argument was 
later countered by Louis Caldwell, 
representing Mutual Broadcasting 
System, who said that while only 
eight hours were covered by option, 
still these were the hours most de- 
sirable from a national advertising 
standpoint. 

Mr. Cahill claimed that the up- 
holding of the New York district 
court’s approval of FCC rules would 
do irreparable harm to the present 
radio service. He attacked the com- 
mission hearings held before the or- 
ders were issued, saying that only 
a small portion of the time was di- 
rected to the affiliation contracts of 


stations or of option time, and re- 
ported that the FCC did not request 
the presence of national advertisers, 
the supporters of network broad- 
casting. 


FCC Right Questioned 


Charles Evans Hughes IV, at- 
torney for Columbia Broadcasting 
System, put dominant emphasis on 
the fact that Congress had never in- 
vested FCC with the authority to 
rule on monopoly. “The chief fac- 
tor—regardless of FCC’s power or 
ability to rune on monopoly—is the 
service rendered to the listening 
public,” Mr. Hughes declared. 

Charles Fahy, the solicitor gen- 
eral of the United States, dwelt 
chiefly on the public interest, con- 
venience and service angles of the 
case. He talked little about mon- 
opoly, even when prompted by 
some of the justices on the point. 

Soft-spoken to the point that 
much of his argument was inaudible 
to the audience, Mr. Fahy received 
a number of clarifying comments 
from Justices Frankfurter and 
Douglas. The bulk of his closing 
presentation was technical, and in- 
volved citations from _ previous 
—_ rulings and from FCC proce- 

ure. 


Are “Out in Cold” 


Mr. Caldwell, who wound up the 
session, presented Mutual’s view- 
point strongly, particularly empha- 
sizing the fact that a network 
which does not have priority on 
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Silhouette cut for The Bulletin by Ugo Mochi 


You have seen this picture many 
times. The household busying it- 
self at the small pleasures and 
tasks of the evening. 


This picture personifies the 
American Home and it is espe- 
cially descriptive of Philadelphia. 
For Philadelphia is, more than 
most large cities, a city of homes. 
And it has a newspaper that is 
more than ordinarily a newspaper 
of the home. We would like to 
talk a little of that newspaper. 


The Evening Bulletin is a news- 
paper that cannot be, and is not, 
read in a few brief moments. Its 
headlines and lead paragraphs can 
be skimmed for a quick resume, of 
course. But The Bulletin is a 
meaty newspaper for those who 
enjoy going through it, page by 
page, in the evening. 


The Bulletin has been the lead- 
ing daily newspaper of Philadel- 
phia homes for 38 consecutive 
years. A few figures tell its popu- 
larity story so well. It has over 
600,000 circulation, the largest 
of any evening newspaper in 
America. This is a concentration 


of coverage that reaches 4 out of 
5 Philadelphia homes. 


February 15, 194; 
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CANADIAN BREWERS EXPLAIN SHORTAGES 


of British 


)*,) meee intorm you the Brewing 
dh" fe Companies wish you to know the plain facts shout 
EcoM the shortages of beer, which have become suddenly 
the subject of dissatislaction and complaint. These 
shortages are not all due to any shortage of beer or any mmatality 
of the Brewing Companies to supply the demand 
We are now permitted to sell during each month only 90» of 
the amount of beer which was sold during the corresponding 
month last year (1942). Seles of Bottled Beer in Beer Parlors 
have also been reduced by 90% over last year, These restrictions 
would in themecives be assured of creating difficulties of dis 
wibution and complaint, but these difficulties ere further com 
plicated by the fect that no consideration has been given to the 
epecial in certain 


of troops and 
workers in war industries since last year. The result is manifest 
dusappointment and injustice to the civiban population es well os 
to the troope in these communities 

Moreover and we believe unwisely, the Order was on December 
17th last, made retrosctive until the previous November ist 
‘The immediate effect of this was that on December !/th, 1942, 
all the Breweries and Beer Parlors had unwittingly oversold thew 
quote. These overssies have now to be made up. in eddimen to 
sbeorbing the 10% normal reduction. Misunderstanding and 
Gresatisiacuon have necessarily resulted 


— 


A Plain Statement 
by the Brewing Industry 


Columbia 


Under Federal Government regulations recently put into force, we are to be prohibited, after the J ist of this month, 
from addemung ourselves to you. our fellow citizens. Before ths night u gone from us we take what may be our lant 
Opportumty to state briefly and giwe some essential facts regarding the shortage 

The Beewing Companies have already contributed greatly and in many ways to the War effort. None of them have 
flagged of failed im thew cheerful and ready support of the edrmimatration in the dificult task of organization on the 
home front and great responubulities on the fighting fronts. All of the Brewers have maffered the loss of unportent 
personnel to the Forces and are operating under severe handicaps of reduced staffs. This, notwithetanding, the 
Breweries have been able to maintain the high quality of thew products and to heep thew production up to demand 


We believe thet supplies of beer to the armed forces should. in 
any event, be excepted from the rationed supplies to the erie 
populauen 


Beer drinking by the citizens of British Columbia hes not im 
creased. The actual per copite consumption ie se greeter than 
it has been for the past several years. 


Beer 1s not merely a healthy and reffeshing beverage The drinks 
ing of « has been established by the British working man for 
many generations, it @ an enjoyable form of relaxenon Canede 
has an abundance of hope and barley and no sugar or ewemening 
of any land @ used in the brewing of beer 


Because of the restrictions all people whe enjoy « glass of beer 
will have to suffer. Not only this, but the Government will lose 
much revenue In addition to the various other tases there oo 
Girect tan of $16.00 per 100 Ibs for all malt used in the brewing 
of beer 


Great Britarn. very conacique of the value of beer and ite tradinons 
of popularity, has not teken any such steps It has, in fect, even 
gone so far as to obtain great quantities of beer from Cenade for 
the use of the troops in the North Alrican campaign and other 
fronts In England. soldiers were used to help pick the hop crope 
and other steps were taken to ensure « supply of beer for both 
the armed forces and the civilian population 


The Brewing Industry of British Columbia 


British Columbia's brewing industry carried this full-page copy in newspapers just 

before the Canadian ban on all advertising of liquor went into effect Feb. |, 

pointing out that it may be the last opportunity for the industry to state its case 
to the public. 


in the cold, advertising-wise. In a 
city where only three stations are 
operating, a “fourth network” must 


He asserted, for example, that 


by network programs. Yet the re- 
mainder couldn’t be sold to other 
buyers because of the 28-day clause. 


the case some time in March, 


The case has held the interest of 
the broadcasting industry all dur- 


some group of independent stations 
arose briefly to bask in the light 
generally reserved for the National 
Association of Broadcasters, talk of 
the pending time option case was 
revived. The plaintiffs were sus- 
tained by briefs filed by the As- 
sociation of National Advertisers 


Advertising Agencies as friends of 
the court. The FCC had the comfort 
of Mutual, and the support of the 
American Civil Liberties Union. 


Cox Lines Up Case 


In the meantime, the committee 


marked time this week while details 
| were being ironed out. Armed with 
|}such potent attention-getters as the 
|naming of several FCC employes in 
|Rep. Martin Dies’ recent report, the 
|Cox committee was lining up in- 
| vestigators and special counsel. 
Meantime, the Congress of Indus- 
trial Organizations whipped a reso- 
|lution out of a special meeting of 
| the executive board this week which 
| castigated the objectives of the FCC 
|investigation and asked Attorney 


G eneral Biddle to _ investigate | 


stations in certain markets is out | 


ing its litigation; periodically, as | 


and the American Association of | 


headed by Rep. Eugene E. Cox, | 
which will investigate the FCC, | 


clared that “evidence has been of- 
fered that Rep. Eugene Cox, who 
introduced the resolution and now 
heads the FCC investigation, im- 


either by-pass the market or at-| properly rendered services for cer- 
tempt to place its shows on stations | tain broadcasting stations and there- 
already affiliated with other net-/fore is not qualified to conduct such 
works. With 28 days notice, those|an investigation.” 

shows may be shifted or cancelled. | 


A CIO spokesman told ADVERTIs- 


|ING AGE that the “improper activi- 
Blue Network stations had only /|ties” referred to the checks which 
20% of their option time consumed |the Herald Broadcasting Company, 
|Albany, Ga., issued to Rep. Cox 
|The checks were admitted to the 
|record last week of an FCC hearing 
The supreme court will rule on} 


being held to determine whether 
WALB, operated by the company, 
should be relicensed. The hearing 
has been recessed indefinitely. 


Hal Brown Controls New 
Indoor Advertising Firm 


In a recent issue it was reported 
that Pacific Outdoor Advertising 
Company, Les Angeles, had ac- 
quired control of Market Sales 


|Service and Market Display Service 


of Los Angeles, and had combined 
them into a new corporation known 
as Pacific Indoor Advertising Com- 
pany. 

Hal Brown, president of Pacific 
Outdoor, acted as an individual «nd 
not for his company, in the purc)iase 
of controlling interest of the ‘wo 
services. Pacific Outdoor Advertis- 
ing Company is not involved in the 
transaction. 


BBDO Elects Ward 


Alan M. Ward has been elect 
vice-president of Batten, Baron, 
Durstine & Osborn. He started with 
BBDO as a copywriter in 1929, h«v- 
ing begun his advertising ca’°er 
two years previously as a co) y- 
writer with the E. C. Rogers agé 


charges of “inappropriate activities” | Rochester. He is now creative c’ ief 


of Rep. Cox. 


lof both the Buffalo and Cleve! nd 


| nearly everybody i 
ji reads Phe Bulletin’! 


|#n Philadelphia | 


“- 


In its resolution, the CIO de-|offices of BBDO. 


woc 


FOR TRI-CITIES 
BASIC BLUE + 5000 WATTS 


YW Davenport ° Rock Island * Moline 
" FREE & PETERS, INC 


7 Exelusive National Representativ 
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It works on me 


“Pf you're like me, you have a tendency to run 
hot and cold these days. 


“No one could call me jumpy or temperamental 

yet, when it comes to thinking about the 
war, [ find myself up and down. One day I'm 
so set up about some new U.S. tank, or, say a 
Pacific naval victory, that | go around thinking 
we'may knock out the Axis in short order. And 
another day the news is so depressing that I 


get gloomy as an owl. 


“Well, ve found that LIFE is a swell antidote 
for this kind of trouble. It works on me sort of 
like a thermostat... helps keep me at the proper 


mental temperature. 


“When I'm up in the clouds, LIFE is apt to 
come along with something like Ambassador 


Grew’s report on the fanatic fighting qualities 


a 


of the Japs. Or, when I'm down in the dumps, 
LIFE rebuilds my confidence with an encour- 
aging, on-the-scene story of some American 


success. 


“Works the same way on home-front sub- 
jects, too. Reports... optimistic and pessimistic 
... on civilian defense, food rationing, politics, 
and pictures of just plain American fun and 
nonsense all add up to my idea of a plenty 


wholesome reading mixture.” 
Curiosity for knowledge 
That's one opinion, from an_ engineering 
draftsman. 
All of LIFE’s readers (23,900,000 civilians, 
plus 63°; of our armed forces in this country), 
may not read the magazine primarily to keep 


their spirits stabilized, any more then LIFE’s 


ee ee. Ye 
Poe oe ie die 


like a thermostat 


editors consciously attempt to balance the ups 


and downs of the news. 


But by the fact that they read LIFE, these 
millions show that they want to know more and 
more of their world and its problems ... that 
they have a mature curiosity for knowledge and 
truth, and find that LIFE’s stimulating, easy- 


to-grasp reporting gives them both. 
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“Eyes for the minds of America” 
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WPB Says It Looks 


|ing out for a straight horizontal cut | 


|of 40% in the consumption of news- 
print from that used in the same 
period in 1941.” 


' 
| 
| 


LaRoche Becomes | 
Full-Time Head 


and with sufficient control to get 
results. 
“Business has performed miracles 


— 


— 


Dollar Sales of 
Retail Stores 


‘ 0 Thi “ea 6 bs - egy nee - goods = war. Now 
eS, a es i it - . a 
Like 10% Less quoted oy oc Sas "repenealy |Of Ad Council sane moporeunty and 2 re Hit High Mark 


Paper in April 


Washington, D. C., Feb. 10.—This 
week—for the first time officially 
and for publication—the War Pro- 
duction Board’s printing and pub- 
lishing division admitted that an- 
other 10% cut in print paper April 
1 is indicated. 

In off-the-record sessions and in 
private conversations, the word had 
pretty well gotten around in the 
publishing business that another 
10% cut was coming, but it is un- 
likely that such an early announce- 
ment would have been made by 
WPB had it not been for a series 
of wild rumors which suddenly 
engulfed Washington. 

So wild and so persistent were the 
rumors that eventually Capitol Hill 
seethed with them, leading to great 


bobbed up in rumors. Although 
ment, 
that 60% of their base period paper 
would be insufficient to hold their 
organizations together, particularly 
in view of increased publication 
costs. 

The printing and publishing divi- 
sion has preferred to go along with 
the gradual cut theory, and refuses 
point-blank to estimate the eventual 
depth of the cuts. Similarly, the 
division has not announced any 
policy of determining essentiality— 
a taciturnity which has begun to 
worry the publishers of business 
papers, who have many arguments 
to support the claim that they are 
essential to the fields they serve. 

Finally, in announcing the cut, 
WPB still refuses to suggest any 
ways by which the cut should be 
made, or to indicate any criteria by 
which they would judge that a pub- 


representing bedrock in OCS’s judg- | 
many publishers have felt | 


New York, Feb. 12.—Chester La- 
Roche, chairman of the board of 
Young & Rubicam, has been ap- 
pointed full-time operating head of 
the Advertising Council, it was an- 
nounced today. He has taken a 
leave of absence from the agency to 
assume his new duties. 

One of the founders and moti- 
vating spirits of the Council since 
its inception, Mr. LaRoche will re- 
tain the title of chairman to which 
he was elected a year ago. The 
council has abolished the post of ex- 
ecutive director, which has been 
vacant since Dr. Miller McClintock 
left to become the president of Mu- 
tual Broadcasting System. 

In accepting the new assignment, 
Mr. LaRoche emphasized the in- 
creased responsibility business must 
assume in advancing war on the 


home front. “Only a few days ago | 


keeping our people informed and 
inspired. Effective mobilization on 
the home front can help materially 
in achieving a quicker, successful 
termination of the war. 

“With the Advertising Council 
firmly established as the major 
liaison between government and 
business in the development of war 
campaigns, I feel certain that in- 
dustry will grasp this new oppor- 
tunity to perform the highest type 
of public service.” 


Frank Ferrin Joins 
Leo Burnett Company 


Frank Ferrin has resigned from 
H. W, Kastor & Sons Advertising 
Company, where 
fee =e has been vice- 
% president and ac- 
count executive 
on the Procter & 


Washington, D. C., Feb. 11.—Do}. 
lar sales of U. S. retail stores hit a 
all-time high in 1942, totaling $56 _ 
382,000,000, the Department of Com, 
merce revealed this week. Sale, 
were 4% above the 1941 total and 
45% above the average for the 
1935-39 base period. Dollar sale, 
have gone up for four consecutive 
years, the department said. 

Physical volume, however, de. 
clined 8% from 1941, since the 49, 
rise in dollar volume was smaller 
than the increase in actual retajj 
prices. 

The wartime shift to nondurable 
goods was reflected in the total of 
retail trade credited to durable ang 
nondurable goods stores. The for. 
mer accounted for 18% of the entire 
retail trade, compared with 27% in 
1941. On the other hand, nondur. 
able goods stores boosted their do]. 
lar sales 18% above the previous 


talk of the freedom of the press/|lisher has taken steps to reduce the Gardner Cowles Jr. of the OWI Gamble account, y se and 59% above the base 
being impinged, and finally to the|non-essentials of his periodical. pointed out that even with all the to join Leo Bur- Peeatin ont Gctatiien tee 3 
flat statement by Rep. Paul Shafer news and editorial channels at its & g places led 


of Michigan that another cut of “at 
least 15%’ was due soon. 


40% Rumor Persists 


Yesterday Rep. Shafer declared in 
a speech in the House that the Office 
of Civilian Supplies “has been hold- 


Hitchcock to Move 


Hitchcock Publishing Company, 
Chicago, will move to 542 S. Dear- 
born St. March 1. The new tele- 
phone number will be Harrison 
6040. 


disposal, the government needs ad- | 


vertising’s support,” Mr. LaRoche | 
said. “Mr. Cowles referred to ad- 
vertising as the only force powerful 
enough to put before the public es- 
sential government information in 
simple, precise terms, often enough 


ie 
As 


to complete. 


The Taj Mahal, built by Shah 
Jahan at Agra, India as a tomb 
for his wife, required 18 years 
It is recognized 


market. 


Radio advertisers have, for many years, rec- 
ognized WTIC as the foremost medium for 
delivering sales in the Southern New England 
The extremely high per family 


» nett Company, 
Chicago, as vice- 
me presidentin 

§ charge of radio. 
For five years 
prior to joining 
Kastor, Mr. Fer- 
rin was vice- 
president and 
radio director of 
Henri, Hurst & McDonald, Chicago. 

Burke Herrick, who has headed 
Leo Burnett Company’s radio de- 
partment for the past three years, 
has been named account executive 
and will devote full time to this 
work. 


Frank Ferrin 


Colony Crystal 


i Campaign Launched 


Pitman-Dreitzer & Co., New York, 


™\has consolidated a group of its 


major glassware lines under the 
brand name “Colony Crystal” and 
has begun a national campaign 
through Butler-Advertising, New 
York. 

The schedule includes women’s 
service magazines and_ business 
papers, augmented by store displays 
and special promotions through re- 
tail outlets. 


the group of major businesses which 
increased dollar sales during 1942, 
with a 27% gain. Apparel stores 
were next in line with a 24% gain, 
followed by drug stores, other retaij] 
stores, and food stores, up 22%. 

Automotive stores, which ac. 
counted for 15% of retail trade in 
1941, plummeted down to 5% last 
year, although sales amounted to 
$3,000,000,000. Sales declines also 
were marked up by filling stations, 
off 6%, and houes furnishings stores, 
down 2%. 


Booth Fisheries’ Replies 
to FCC Complaint 


Booth Fisheries Corporation, Chi- 
cago, has filed an answer to a com- 
plaint by the Federal Trade Com- 
mission charging misrepresentation 
in the sale of frozen fish. The com- 
plaint claimed that Booth’s “Ocean 
Perch” was actually Rosefish, com- 
monly known as Redfish. 

Booth replied that the public ac- 
cepts the fish as perch, and that the 
name “Ocean Perch” distinguishes 
the fish from the fresh water vari- 
ety. Booth also denied that the fish 
|is inferior to Yellow Perch. Hear- 
!ings will be held shortly. 


merce survey. 


b Employment in 41 Akron 


AKRON’S 
Monthly Payroll 
Now Tops... 


*23,500,000.00 


Akron is hitting its full war boom stride today with a monthly 
payroll of more than $23,500,000.00 and an over-all employment 
total of more than 117,000 according to a Chamber of Com- 


work being done here is approximately |10,000—an increase of 
62.7%, over January 1942 and 102.5% over January 1941. 


The War Man Power Commission reports 119,592 persons in 
57 Akron and Summit County industries, all of which hire 200 


firms handling the bulk of the war 


Re ee eee a, a 


a 


as the most perfect example 
of the Mogul style of architec- 
ture, and is considered by 
many to be the most beautiful 
building in the world. 


or more persons. There were 102,097 in these industries in Sep- 
tember 1942 and 72,118 in September 1941. 


When the Akron Area labor stabilization plan was adopted in 
January 1943, 135,000 workers were affected. Those working in 
industries employing less than 200 persons make up the bulk of 
the difference between the figure of 119,592 and 135,000. 


The above figures are for Akron and Summit County only and 
do not include the balance of the Akron Trading Area which 
embraces the huge Ravenna Arsenal and many other industries. 


income and radio ownership in this wealthy 
area plus WTIC’s power, prestige and listener 
acceptance produce a sales combination diffi- 
cult to equal. 


Include WTIC in your next radio appropriation, 


and learn for yourself why we continue toinsist . Akron's corporate population is now estimated at 280,000 with 


an estimated Akron Trading Area population of 475,000. 
‘*THERE’S NOT ANOTHER LIKE IT!” Spee 

THE BEACON JOURNAL BLANKETS 
THIS RICH, FREE-SPENDING MARKET 
AND DESERVES A PLACE AT THE TOP 
OF YOUR ADVERTISING LIST. 


AKRON BEACON JOURNAL 


Represented by; Story, Brooks & Finley 
Philadelphia, Cleveland, Los Angeles, 


“i Represented by WEED & COMPANY, New York, New York, Chicago, Atlanta 
Chicago, Detroit, San Francisco and Hollywood 
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THE NEWSPAPER 
THAT GIVES 
NATIONAL COVERAGE TOC 


“NEWS -POWER”’ GIVES THE SUNDAY TIMES 
THIS NATIONAL CIRCULATION 


In 10,000 cities and towns located in 2000 
counties throughout America, men and 
women who run the nation’s industrial, 
scientific, financial and professional life, 
read The New York Times because it carries 
“all the news that’s fit to print”. 


THE NEW YORK TIMES MAGAZINE 


A part of the Sunday Times, The Magazine 
is a national magazine in content, in circu- 
lation distribution, in long life, in the quality 
of its rotogravure printing. Many advertisers 
use The Times Magazine year after year as 
a key publication in their campaigns in na- 
tional media. 


REVIEW OF THE WEEK 


This section which summarizes and reviews 
on Sunday the events of the past week 
through Saturday, is a high point of the 
Sunday Times. Industrial and institutional 
advertisers find it particularly effective in 
reaching leaders of American life in all parts 
of the nation, 
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Chevrolet Takes 
Full CBS Net 
for New Series 


Detroit, Feb. 10.—Chevrolet Di- 
vision of General Motors Corpora- 
tion will sponsor a_ twice-weekly 
news series featuring John B. Ken- 
nedy, veteran newscaster, over the 
full network of the Columbia 
Broadcasting System, effective Feb. 
16. 

Mr. Kennedy will be heard Tues- 
days and Thursdays from 6:30 to 
6:45 p. m., EWT, with a rebroad- 
cast to Mountain and Pacific Coast 
stations on Tuesdays and Fridays 
from 12 to 12:15 a. m. The series is 
presented for Chevrolet’s “Victory 
Service League,’’ comprising the 
company’s thousands of dealers and 
nearly a quarter of a million car 
and truck owners. 

Campbell-Ewald Company han- 
dles the account. 


Renews Frazier Hunt 


The General Electric Company 
has renewed its thrice-weekly news 
shows presenting Frazier Hunt, 
radio news analyst and roving re- 
porter, effective March 2, over 61 
CBS stations, including those in 
Honolulu and Hilo. “G. E. News 
with Frazier Hunt” is aired Tues- 
days, Thursdays and Saturdays from 
6 to 6:15 p. m., EWT, with rebroad- 
cast at 10:45 p. m., for products of 
the electronics division of the radio 
and television department. 


Launches New Show 


Gunnar Back, CBS Washington 
reporter, will open a new program 
for the Great Atlantic & Pacific Tea 
Company over 32 CBS stations on 
Feb. 17. The newscast, in behalf 
of A&P store services, will be aired 
Wednesdays and Fridays from 11 to 
11:15 a. m., EWT. Paris & Peart, 
New York, is the agency. 


To Share Honors 
Prentiss Brown, OPA administra- 
tor, and Ernest K. Lindley, Wash- 
ington news commentator, will | 


| 


KGO’s NEW RATE 
CARD IS NOW IN 
EFFECT. Base rates 


remain the same... 


rates for frequent 
weekly schedules have 
been made much more 
attractive. KGO 
advertisers can now 
buy more advertising 
impressions and hence 
a stronger advertising 
impact, at a lower cost 
per family. 


Ask your Blue Spot 
representative or write 
direct for details. 


810 K. Cc. 7500 WATTS 
Blue Network Company, Inc. 


share broadcast honors with Adel- 
bert W. Claus, Cleveland soldier 
just returned from Africa, on the 
new program, “Washington Reports 
on Rationing,” which starts a 13- 
week series on Feb. 14, at 3 p. m., 
EWT, over a National Broadcasting 
Company network. The Council on 
Candy as Food in the War Effort is 
sponsoring the program. 


McClintock Lists 
Mutual Expansion 
Program for “43 


New York, Feb. 10.—Miller Mc- 
Clintock, president of Mutual Broad- 


casting System, tonight announced | a. 


details of an expansion program to 
guide the network during 1943. 
Dr. McClintock, former president 


of the Advertising Council, revealed | 


that stockholders had approved the 
largest operational budget in the 
eight-year history of the cooperative 
network, at a dinner meeting with 
business press representatives. 

Plans include organization of an 
enlarged research department, and 
increasing service to member and 
affiliated stations in programming, 
promotion and merchandising. 

Key originating stations will hold 
regular program clinics with the 
network to improve program struc- 
ture, but the basic idea of origina- 


tion by affiliated stations, rather 
than the network, will continue. 
First program clinic will be held 
late this month in New York. 

The size of the sales department 
will be increased, and research and 
|promotion will be pointed to em- 
|phasize both major markets and 
| small towns. 


Herbert Drake Is 
Named Promotion Head 


Herbert G. 
Drake has been 
appointed pro- 
motion director of 
Macfadden Pub- 
lications, New 
mm York, assuming 
= responsibility for 
©" all Macfadden 
advertising pro- 
motion. 

Wes Jones has 
replaced Mr. 
Drake as_ pro- 
motion manager 
Herbert G. Drake of True Story. 

Charles O. Ter- 
continues as promotion 
of Macfadden Women’s 


williger 
manager 
Group. 


Fedderson Promoted 

Don Fedderson, former sales man- 
ager of KYA, San Francisco, has 
been named vice-president and gen- 
eral manager of the station. 


Inlanders Will 
Hold Mid-Winter 
Meet in Chicago 


Chicago, Feb. 11.— Methods of 
getting and holding advertising lin- 
age in wartime will come in for 
particular attention at the mid- 
winter meeting of the Inland Daily 
Press Association at the Hotel Sher- 
man here Feb. 16-17. 

Linage problems will be discussed 
Tuesday afternoon at a roundtable 
with C. J. Hunt, a member of In- 
land’s board of directors and gen- 
eral manager of the News, Fari- 
bault, Minn., as chairman. James 
W. Wilson, manager, Times Herald, 
Carroll, Ia., will lead off with a re- 
view of ideas employed by his pub- 
lication in selling farm and auction 
sale advertising. 

Also on the agenda for the two- 
day meeting are talks and round- 
table discussions covering news- 
print, wage and salary stabilization, 
the wage-hour law, zinc supplies, 
censorship, new draft regulations, 
tax problems and circulation rate 
increases. Representatives of lead- 
ing government agencies have been 
invited to address the sessions. 


Green Moves Offices 

Harry B. Green & Co., Baltimore, 
has moved its offices to 19 E. Fay- 
ette St. 


— 
AMA Conference Set 
for April 13-16 

The American Management Ag«, 
ciation will sponsor a Wartime 
Packaging Conference and F» Dosi- 
tion at the Hotel Astor, New York 
April 13-16. ’ 

The extent to which the packag. 
ing, packing and shipping industries 
have integrated their activitie; With 
the war effort will be highlighteg 
with various government agencie, 
making an extensive special exhibit 
of war packages and packing ang 
shipping methods. Reports receiveg 
from exhibitors by the AMA ingj- 
cate that exhibits will be concerneg 
exclusively with presentation of the 
companies’ products and services 
for war and for essential civilian 
needs. 


Emerson Elected V-P 


George T. Emerson, account 
executive with Ruthrauff & Ryan. 
Detroit, since 1932, has been electeq 
a vice-president. He was previously 
with the Associated Press and with 
Dorland Advertising, London. 


Wagenseil in Network 


Hugo Wagenseil & Associates, 
Dayton, O., advertising agency, has 
been elected a member of the Con- 
tinental Agency Network, national 


‘affiliation of advertising agencies 


now including members in 15 cities, 


A Horse-shoe Nail, Hell! 


Mec: the destiny of a kingdom 


was at stake because of the need for one of those 


things. Remember how important it was? 


* But think—think how important gasoline pumps 
are—the destiny of this nation depends on them! 
Why? They provide fuel for America’s automotive 
transportation system—the nation’s largest. 


* Deprive this system of fuel, gasoline from gas 
pumps—and there'd be a cessation of practically 
all war effort. War workers have no other means 
of getting to and from their jobs. Other transpor- 
tation is not available as an alternate, or substitute. 
* Ina year's time, the privately owned automo- 
biles of this vast system rolled up six times as many 
passenger miles as all other forms of transporta- 


THE 


IRVING-CLOUD PUBLISHING CO., 


tion combined. Important? Far more so than one, 
or a thousand horse-shoe nails! 


* Gas rationing in no way detracts from the im- 


1715 TRIBUNE TOWER, CHICAGO, ILts 


portance of the gasoline pump. Millions of nece:- 
sary vehicles must have gas—from gas pumps. 
Every car owner will trade his coupon for as muc" 
as often as the law allows. 


* Millions and millions of sales contacts with m'- 
lions of motorists make the gas pump the brig"! 
spot in the retail automotive sales field. Not on'y 
for gas sales, but for sales of services, replace- 
ments and repairs which, by the way, are running 
way ahead of previous records. 


* Bear in mind, the number one book in this bright 
sales field is The Super Service Station. 
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OPA Rules Hit 
Refail Price 
Copy, Catalogs 


Listing Dealer Names 
Brings New Worry for 
Price Advertiser 


Washington, D. C., Feb. 10.—The 
Office of Price Administration this 
week issued orders applying to ad- 
yertisers who state the retail price 
of their products in copy and in 
printed catalogs. 

The rules must be followed, OPA 
said, because retail prices given in 
advertisements of national or re- 
gional distributors cannot affect the 
ceiling price of the retail outlet 
handling the product. 

First, a national producer who 
mentions the price of his product 
in publication or radio advertise- 
ments need not include a statement 
that the retail price mentioned can- 
not be charged by retailers whose 
individual ceilings are below the 
price mentioned. 

However, if the names of the 
retailers are listed in an advertise- 
ment quoting retail price, the ad- 


vertiser is responsible for any ceil- 
ing violation by the retailer, unless 
the advertisement itself contains a 
statement that the mentioned price 
cannot be charged by any of the 
named outlets whose ceiling is below 
the price mentioned in the adver- 
tisement. 


Notice Protects Advertiser 


Secondly, the advertiser who 
sends retailers copy or mats in 
which a retail price is quoted is 
responsible if the retailer violates 
his price ceiling by selling at the 
quoted price. The protection for 
advertisers in this connection is 
notifying the retailer that he may 
use the copy or mats only if his 
ceiling permits selling at the price 
quoted in the copy. Only if the 
advertiser gives this notice to a re- 
tailer does he absolve himself of any 
responsibility should the retailer 
violate a price ceiling in selling at 
the advertised price. 

In dealing with catalogs, OPA 
made plain that even though a 
catalog is printed, prices violating 
the ceilings are not permissible, nor 
will such blanket statements as “All 
prices quoted in this catalog are 
subject to OPA regulation and 
therefore may be changed without 
notice” suffice. OPA has granted 
catalog users some relief by ruling 
that the distributor may correct 
quoted prices which exceed ceiling 
levels by printing or writing at the 
place in the catalog where the price 


is set forth, or by special correcting 
page or pages to be included or 
attached to the catalog in conspic- 
uous fashion. 

In the event that a catalog is sent 
out and subsequent OPA regula- 
tions render some of the prices obso- 
lete, the seller is under no obligation 
to revise the listed prices by send- 
ing out a flyer or by another method. 
Any catalogs distributed after new 
regulations are announced, however, 
must have the corrections shown 
even if most of the catalogs were 
distributed before the ceilings went 
into effect. 

Finally, OPA holds that if a seller 
sends out a flyer correcting or 
changing prices listed in a catalog 
already distributed, he must at the 
same time. correct all listed prices 
which at the time the flyer is sent 
out exceed the maximum. Sending 
out a flyer changing some prices, 
according to OPA’s view, is a 
representation that the prices not 
changed in the flyer remain as orig- 
inally listed. 


Adds Man and Account 


Arthur E. Lathrop Jr., formerly 
production man with Harry M. Frost 
Agency, has been named production 
manager of Cory Snow, Inc., Boston 
agency. The Snow agency has been 
appointed to handle advertising of 
Sigma Instruments Company, Dor- 
chester, Mass., using direct mail and 
business papers. 


Start Test Drive 
for Aunt Jemima 


Soup in Dailies 


Chicago, Feb. 10.—With a double- 
your-money-back guarantee to con- 
sumers, Quaker Oats Company has 
launched its first test advertising of 
Aunt Jemima dehydrated soups in 
newspapers of 10 Wisconsin cities. 

Opening copy of 600 lines will be 
followed by slightly smaller adver- 
tisements in these markets, with the 
major effort scheduled for Mil- 
waukee. Only one daily will be 
used in each city, with advertising 
to appear once weekly. Other cities 
include Appleton, Eau Claire, Green 
Bay, Kenosha, LaCrosse, Oshkosh, 
Racine, Sheboygan and Wausau. 
The initial campaign also calls for 
testing of the product, without the 
benefit of advertising, in selected 
Iowa markets. 

The three varieties, navy bean, 
green pea and yellow pea, are de- 
scribed as the “instant soups that 
require no cooking,” which may be 
stirred into boiling water and served 
immediately. Each 10-cent package 
contains enough for 5 servings, copy 
adds. Under an offer expiring 
June 1, the company pledges to pay 
double the investment to any dis- 
satisfied user who returns the pack- 
age with an explanatory letter. 

The ready-mix soup, similar to 


TESTS COPY 


HOORAY! Now Milwaukee can enjoy these 


3 SAVORY.*<-SOUPS! 


Meow you con enjey—without cooking Try Aont Jemime's 
2 RICH 


SOUPS se ” 
TA 


style,” says Aunt Jemima “Widvender young Mevy Beon 
peas aod beans dat was suo ripeord oo de ey 
vine Aod | Gevors ‘em with spices sed spe Green Pee 
cial seasonic’s wo give de real home-like 
favor everybody loves”! 

Remember — Avot Jemime lowant Soups 
REQUIRE NO COOKING —oot even sim- 
mering’ Just mir icto boiling warer and 


5 wo senveres ren PacKAcE ONLY 108 P Te 
~~ 


Aunt JemimazSOU 


GREEN PLA « NAVY BEAN * YELLOW PEA 


RSs tte SES SPR TTT Se Sa ee tet’ a 


Newspaper copy of 600 lines introduces 
Aunt Jemima soup mixes to consumers 
in 10 Wisconsin cities. 


the Mother’s prepared soup mix 
tested in Kalamazoo, Mich., in the 
fall of 1941, was introduced to 
Canadian consumers last November 
by the Quaker Oats Company of 
Peterborough and Saskatoon (AA, 
Nov. 9). Sherman K. Ellis & Co. 
handles the account in this country. 


Names Lewis & Gilman; 
Cunningham Joins Agency 

Lehigh Coal & Navigation Com- 
pany has appointed Lewis & Gilman, 
Philadelphia, to direct advertising 
of the company and its subsidiaries. 

William H. Cunningham, formerly 
with N. W. Ayer & Son, New York, 
has joined the agency. 


McCrillis Heads Adclub 
Frank McCrillis, Seattle Times, 
has been elected president of the 
Advertising and Sales Club of Se- 
attle. Other officers include Claire 
Drew Forbes, Rhodes Department 
Store, first vice-president; Arthur 
Brambach, International Business 
Machines Corporation, second vice- 


president; John Rudd, YMCA, treas- 
| urer; Lila Arnold Casady, Mail Ad- 
| vertising Bureau, secretary. 


CAPPER’S WEEKLY 


| Announces 


A New Copy Testing 
Service! 


*LOW COST! 
*QUICK RESULTS! 
* SIX STATE COVERAGE AREA! 


Test your copy before re- 


leasing your general list. 
Save money and insure re- 
sults for your campaign. 
Capper’s Weekly famous for 
its pulling power on coupon 
and direct mail copy offers 
you this opportunity with 
its new COPY TESTING 


SERVICE .. . available on 
advertisements of 85 lines or 
Write 
Weekly for complete infor- 


larger. Capper’ s 


mation on this result pro- 


ducing new service. 
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H am .P. a * | Mississippi Valley Trust Company, |selling begins at home and that | and other positions where me; le 
Smith N ed V. P inted War Financin and | St. Louis; J. J. Spindler, Farmers &|every bank should be sure that its| formerly used exclusively an ney 
_Weston Smith has been appointe /Merchants Bank, Highland, III. : 
vice-president of the Guenther Pub- 


lishing Corporation, publisher of 
Financial World, Toronto. Mr. Smith 
has been associated with the maga- 
zine since 1926, originally as asso- 
ciate editor and more recently as 
business editor in charge of news of 
advertising, merchandising and re- 
lated fields. 


Robbins Named Counsel 


Charles Robbins, general sales 
manager of the Emerson Radio & 
Phonograph Corporation, New York, 
has been appointed by the War De- 
partment to act as consultant to the 
office of chief signal officer of the 
Army signal corps. 


BOOKLETS 


LOOK 
BETTER 


DE a ot 
Laurel IMPROVED OFFSET 


LITHOGRAPHY 
COMPLETE COPY & ART DEPARTMENTS 
suede LAUREL PROCESS COMPANY 
MME 600 CANAL STREET, NEW YORK 
WALKER 5-3030 


Postwar Survival 
Are FAA Themes 


Chicago, Feb. 9.—How to get the 
money with which to prosecute the 
war and how to survive after the 
war provided the themes for a re- 
gional conference here yesterday of 
the Financial Advertisers Associa- 
tion. About 100 bank advertising 
men from Illinois and surrounding 
states attended. 

While banks could probably ab- 
sorb all of the government’s war 
offerings, such a course would be 
highly inflationary because it fails 
to solve the basic problem of elimi- 
nating excess public buying power, 
it was asserted. Speakers urged the 
necessity of postwar planning to 


provide employment for returning | 


soldiers with the comment that 
“Unless we do it, the government 
will do it for us.” Among speakers 


| Chester L. Price, City National 
_Bank & Trust Company, Chicago, 
| presided at the afternoon session, at 
| which speakers were limited to ten 
;minutes, each address being fol- 

lowed by a question and answer 
| period. 


Banks Must Lead Way 


Mr. Patton said that unless war 
bond selling succeeds as an inflation 
|check, the government will impose 
\additional controls. War spending 
‘will reach $8 billion monthly in the 
|near future, he said. 

These factors place the banks in 
the position of having to convince 
their own best customers that the 
most important use for money is in 
U. S. securities, rather than on some 
| service the bank may have for sale. 
Mr. Patton said that the banks, “the 
father confessors of those with 
money,” must take the lead in 
| financing the war. 

“To put it brutally,” he said, “we 
either have to sell the bonds or buy 
them.” 

Of 69 billions to be borrowed by 


were Clifford S. Young, Federal Re- | the government in 1943, a large pro- 
serve Bank of Chicago; Francis F.| portion will come from the public. 
Patton, Victory Fund Committee, | He added that more than one Wash- 
7th Federal Reserve District; J. L.| ington official believes that the fed- 
Lafferty, Fort Worth National Bank, | eralizatidn of banks would be the 
Fort Worth, Tex.; Robert Lindquist,|shortest distance between two 
American National Bank & Trust| points. 

Company, Chicago; Victor Cullin, | Mr. Patton said that war bond 


In TACOMA, 
Payroll Is Up 


303% 


* 


The News Tribune was 


in 1942. 
* 


* 


In Washington State’s 


SECOND MARKET 


The All-Out Leader Is The 


TACOMA NEWS TRIBUNE 


Leading in Circulation: 


The Tacoma News Tribune 
leads the Tacoma Times by 
nearly 15,000 copies (A.B.C.) 


ONLY Tacoma daily newspaper 
to chalk up a circulation GAIN 


Leading in Advertising: 


The Tacoma News Tribune was 
the only Tacoma daily news- 
paper to show an advertising 
GAIN in 1942—leading the Ta- 
coma Times in EVERY impor- 
tant advertising classification 
as listed by Media Records, Inc. 


Yes, Tacoma’s industrial payroll today 
is over THREE TIMES GREATER than 
in 1940 (and that was a pretty good 
year in Tacoma, too!) 


For October, 1942, (the latest available 
figures from the Washington State De- 
partment of Labor and Industries) in- 
dustrial payroll stood like this: 


the 


Ist—Seattle ............ $33,960,112 
2ND—TACOMA ...... 13,602,754 
3rd—Spokane ............ 6,072,279 


Average hourly wage: Tacoma, $1,212— 
Seattle, $1.138——Spokane, $1.002 


More proof that Tacoma — Washing- 
ton’s Second Market—is a MUST on 
thoughtful advertisers’ media lists. 


own organization is buying to maxi-| that the promotions from the 
mum ability. He said that while | keeping and other department 
many banks are loath to solicit their | given morale a tremendous lift 
own depositors, some one is going | 
to do the job, so the bank may as| Discusses Trust Problems 
well take the initiative. This task| Mr. Cullin discussed some of the 
turns up some interesting by-prod-| problems confronting trust depar, 
ucts, he asserted, in the form of | ments, “which are dealing wit 
more cordial relations with custom-| people who are becoming 
ers and promising new talent within | Large estates are being liqui ted 
the organization. | under heavy taxes and the po 
market may consist of 1,000 person. 
Bond Promotion Vital with $1,000 each, rather Ae a 
In response to a question, Mr. | person with $100,000. Trade unions 
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Patton said that the Treasury De-| have bulging exchequers, suggestin, 
partment is fully conscious of the|the wisdom of devising some new 
need for advertising preceding and | services for them. 
during its next drive. During the; Any postwar planning should take 
last, in December, 69 full-page ad-/|into account the habit of salary de. 
vertisements appeared in Chicago} ductions inculcated by the govern. 
newspapers. Some “syndicated” ad-| ment itself, he said. The new go. 
vertising will probably be made) lidarity of the western hemisphere 
available for the next campaign. |is also promising, though bankers 
Mr. Lindquist discussed the per-| will have to overcome their reluc- 
sonnel problem, asserting that the| tance to do business far from home. 
disappearance of many accustomed |In short, the trust department wil) 
services in other fields had left the | have to abandon its traditional habit 
bank depositor more critical than | of thinking up reasons why things 
ever of bank performance. Many | can’t be done, and concentrate on 
banks have been able to retain most | the methods of doing them. 
of their personnel despite the com-| Mr. Spindler told how his bank 
petition for manpower, as the result|has geared its entire promotion 
of enlightened policies. While re-| program to the war. The town of 
view of salaries is indicated at pres- | Highland sent 300 of its young men 
ent, Mr. Lindquist said that one of|to war and the bank publishes let- 
the most valuable incentives is a|ters from the travelers as part of 
lunchroom for employes. A task for|its advertising. Other local busi- 
advertising is to encourage custom-|ness men have tied in, a druggist, 
ers to use bank facilities at nonpeak | for instance, offering a free choco- 
periods. | tate sundae to any of the youngsters 
Preston E. Reed, executive vice-| who returns on furlough. The news- 
president of the FAA, asked about | paper has profited as much as the 
house organs, and Mr. Lindquist | advertiser from the plan, its circu- 
confirmed his impression that more lation jumping 20%. 
banks than ever before are using a 
this internal promotion feature. ° ’ ° 
Most of them are inexpensive, Wieland s Beer Appoints 
mimeographed affairs. Letters from! Pacific Malting and Brewing 
ex-employes in the armed forces | Company, San Francisco, brewer of 
have proved the most popular single | Wieland’s beer, has appointed Leon 
feature. Livingston Advertising Agency, San 
In the discussion, a speaker told| Francisco, to handle advertising, 
of one bank which has set aside | using radio and outdoor. 
$50,000 for former employes now in eamennamenceen! 
the service. While this sum will be : . 
used to assist the returning men, an Miller to Liberty 
immediate dividend has been the Ray Miller, formerly with Paul 
effect on morale of those in the| Block & Associates, has been named 
bank’s employ. Another speaker|manager of the Detroit office of 
told of the influx of girls into teller | Liberty. 


It’s Better to Have 


THE RIGHT INTRODUCTION 


Cooperation—not sales resistance—is what you 
want in any market you sell. Let WMBD carry your 
message into the homes of rich Peoriarea—it's the 
right introduction. 


WMBD influences Peoriarea because it is Peoriarea's 
own and only radio station. This rich market depends 
on WMBD for news, sports, entertainment. 


Complete, DOMINANT Coverage 


Robert S. Conlan & 
Associates have just 
2. completed a 36,955 
call survey. Below are 
€ figures for AFTER- 
§ NOON. For complete 
facts, call Free & 
Peters or write WMBD. 


AFTERNOON LISTENERS IN Peoriarea! 
WMBD gives you com- 50.7% .WMBD 


FREE & plete coverage of PEO- 18.2% ~ Station "A" 
PETERS, Iye.| RIAREA! New Conlan 8.4% « Station "B" 
| Exdusive Netiomat | Sutveys for morning and 10.8% « Station "C" 
| Repreewtatives evening show similar 3.9% = Station "D" 
dominance. 8.0% = All others 


WMBD is a member of CBS 
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RAY LYMAN WILBUR, Chancellor of Stanford Uni- 
versity ...“I read TIME every week —just as I 
have for many years, for it is one of the most 
significant magazines of our present-day Ameri- 
can life.” 


FELIX MORLEY, President of Haverford College... 
“T value TIME because it has proved that jour- 
nalism can be a real educational factor—because 
it is doing a national service by showing the epic 
significance of this period of history—because it 
counters the journalistic trend by assuming that 
the 1.Q. of its readers is higher than a 12-year- 
old's.” 


ADVERTISING AGE 


C. A. DYKSTRA, President of University of Wiscon- 
sin...“Through most of these years I have read 
TIME with avidity. This reading has given me 
opportunities to explode occasionally, but after 
all such a practice is good for one’s glands.” 


LEONARD CARMICHAEL, President of Tufts Col- 
lege .. .“I have read most of 1000 consecutive 
issues of TIME quite completely, and I am far 
better informed than could have been the case 
otherwise. I especially congratulate TIME on its 
popularization of education and science. TIME is 
the best example I know against the thesis that 
science cannot be popularized.” 


THE WEEKLY NEWSMAGAZINE 


NR gL te a a ae an 


DING THE HURRICANE OF WAR, the U.S. has a mental 
anchor to windward in the influence of its 1485 col- 
lege and university presidents. 


Looked to as leaders and educators of our youth in peace- 
time, the presidents take on an even more serious guiding 
and stabilizing job for the nation in time of crisis. 


These brains feed on information: books, of course; news- 
papers; magazines (research reveals, as you'd expect, a long 
list—TIME, LIFE, SATURDAY EVENING POST, HARPER'S, 
ATLANTIC, etc.). 


Asked, “What is the most important magazine in America,” 
the presidents who replied rated TIME at the top, by a 
margin of 4 to 1 over the second choice of all maga- 
zines carrying advertising. TIME got more votes than 
the next six magazines combined. 


Questioned as to their personal preferences, they pre- 
ferred TIME again by more than 4 to 1 over the next 
magazine carrying advertising, more votes than they 
gave to the next five runners-up combined. 


TIME is grateful for this vote of confidence—will do all 
in its power to deserve the continuing interest and support 
of “America’s Mest Important People.”’* 


These key groups all vote TiME 
“America’s most important magazine!” 


(Perhaps because TIME does the most important job a 

magazine can do—for America’s most important people. ) 
“EVIDENCE PREVIOUSLY SUBMITTED: 

Corporation officers and directors (TIME, 3 to 1) 

Newspaper editors (TIME, almost 3 to 1) 

Radio commentators (TIME, almost 2 to 1) 

People listed in “Who's Who” (T1ME, almost 2 to 1) 

General Magazine Editors (TIME, almost 4 to 1) 
EVIDENCE HEREWITH: 

College presidents (TIME, 4 to 1) 


COMING SOON! 
Members of Congress 
Newspaper Columnists 
Members of American 

Medical Association 
Mayors 
Contributors to 
Encyclopedia Britannica 
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Food Will Win the War 


In 1917 and 1918 the country ac- 
cepted the slogan, “Food Will Win 
the War” as epitomizing one of the 
great essentials of victory. Today, 
after more than a year of war, dur- 
ing which it has become increas- 
ingly evident that even our un- 
matched resources will be strained 
to the limit to supply our armed 
forces, our allies, our civilian popu- 
lation and the peoples of liberated 
countries, food again becomes the 
key to war strategy. 

Again it is evident that food will 
win the war and will be equally im- 
portant in helping to win the peace. 
Maintaining and increasing if pos- 
sible our food production thus be- 
comes an objective just as important 
to our national policy as_ ships, 
planes and munitions of war. We 
are tightening our belts and accept- 
ing necessary restrictions on home 
consumption, but with the con- 
sciousness that we have not yet 
given to food production, processing 
and transportation the emphasis 
which the vital position of the in- 
dustry demands. 

Months ago ADVERTISING AGE 
called attention to the dangers in- 
herent in what seemed to be the 
short-sighted policy of restricting 
production of farm machinery and 
parts. It was pointed out that with 
a shortage of labor on the farms— 
a problem which is still being met 


only with conversation—it was all} 


the more necessary to give 


our | farmers and their suppliers. 


of trained mechanics in the service 
departments of implement dealers, 
it was urged that the production of 
repair parts especially be increased 
at once, so that farmers would be 
able at the beginning of the plant- 
ing season to go to work with 
proper facilities for seeding and 
cultivation, 

The WPB belatedly granted some 
increases in production of new ma- 
chines and parts to the farm equip- 
ment manufacturers, but again 
stymied the program by refusing to 
allot increased materials for the first 
quarter of 1943. Fowler McCormick, 
president of International Harvester 
Company, has issued a statement 
calling attention to inadequacies and 
delays in the program, and the 
dangers to the 1943 production 
which they inevitably entail. While 
pledging continued cooperation with 
the government, he made it clear 
that the present policy gravely men- 
aces the entire food production pro- 
gram for 1943. 

Just how those in charge of the 
allocation of materials can justify 
their restrictive policies regarding 
the farm equipment industry is dif- 
ficult to understand; but it is not 
difficult to see that by the time the 
WPB decides to make increased 
output of new machines and repair 
parts possible, its action may be 
much too late to be of material as- 
sistance this year to hard-pressed 
Food 


farmers the tools with which to pro-| will win the war, provided our gov- 
duce the increased crops demanded | ernment makes it possible to pro- 


by war conditions. 


With shortages | duce it. 


Maintaining Municipal Credit 


We have heard a lot of hard,those of you who have invested | sion, one decade of the most ruth- 


things said against Frank Hague, 
mayor of New Jersey. He is prob- 
ably just as much of a machine 
politician as his accusers have de- 


clared, and he may be just as great| record of the city’s performance on 


a detriment to his city and the State 
of New Jersey as has been charged. 
Yet some of his policies, it seems to 
us, could be well adopted by the 
heads of other important munici- 
palities. 

Mayor Hague recognizes the im- 
portance of maintaining the credit 
of Jersey City, and of keeping those 
who own its securities informed as 
to the financial status of the city 
he heads. And he has demonstrated 
his belief in the policies which are 
being carried out in the manage- 
ment of the city by buying advertis- 
ing space on the financial pages of 
leading newspapers all over the 
country to tell just what has been 
happening in recent years. 

The advertisement opens with the 
statement: “To Investors: The 
board of commissioners feel that 


your money in Jersey City’s bonds 
should have the facts as to the city’s 
financial condition and an oppor- 
tunity to look at the noteworthy 


a pay-as-you-go basis for the past 
seven years. The principal financial 


/results are shown below, and are 


taken from the annual independent 
audits of the city’s records.” 
Then follows a statement of cash 


|surplus, showing an increase from 


$1,762,000 in 1936 to $8,380,000 in 
1942, with debt reduction for the 
seven-year period shown as 
196,000. “No borrowing for relief 


since 1936—no temporary indebted- | 


ness,” the advertisement adds. 
This, it seems to us, is good city 
management. There is no doubt 


|more to the story, in terms of taxa- 


tion policies and other factors, but 
if Mayor Hague constantly improves 
Jersey City’s financial position, he 
may deserve to continue to occupy 


the position which he has filled for | 


so long. 


$17,- | 


ANY HONOR BRAND THERE? 


—Victory 


' Ad-li 


TWA’s Corps of Gremlins 

TWA is afraid that, with things 
as they are, the insidious breed of 
gremlins may get a foothold among 
its personnel, so it has just issued a 
delightfully illustrated folder for 
employes, illustrating and describ- 
ing the most likely types to be found 
working among TWA personnel, and 
warning that they should be relent- 
lessly exterminated. Here’s_ the 
batch of naughty-naughties that 
have been turned up: 

Luggslugg: Loves to bash bag- 
gage and lacerate luggage. 

Silent Joe: Lots of information 
but won’t talk ... no mouth. 

Bijit: Always busy with someone 
else’s business. 

Grimmglum: Always looking for a 
chance to fly off the handle. 

Bloogie: Never smiles. 

Glammie-pie: Looks beautiful .. . 
that’s all she does. 

Powsywowsy: Gets 
miliar with passengers. 

Twarp: Full of punk wisecracks. 


overly fa- 


Buchess: Duchess complex and 
2-bit grammar. 
Tellagoon: Can be relied upon to 


say the right thing at the wrong 
time on the phone. 

Gabbit: Volunteers lots of jolly 
information—mostly wrong. 

Execustiff: 6% size big shot. 

Globb: Just naturally untidy. 

Gomlette: Overdoes everything 
—yes, everything. 

Jerp: Spends most of his time 
relating personal experiences of in- 
terest only to himself. 


Advertising in Germany 

There’s food for thought for 
everyone in the article by Paul 
Hodges in Nation’s Business for 
February. It’s about advertising 
“over there,” and more particularly, 
in Germany. 

“Germany, be it remembered,” 
says the author, “has passed through 
two decades of demoralizing depres- 


less despotism any modern nation 
ever endured, and three years of 
warfare. A multitude of German 
institutions have been trampled in 
the mud of Naziism—the church, 
the press, the ballot, the schools, 
freedom of enterprise, the rights 


and dignities of the _ individual. 
Some few institutions have sur- 
vived. 

“One is advertising. 

“The conclusion is inescapable 


that the Hitler regime has found it 


indispensable to build and sustain | 


morale.” 

In Germany and Britain alike, 
says the author, a primary objective 
of current advertising is to keep 
trade and brand names alive, but 
there are important differences. In 
|Germany, he says, the most pros- 
perous slick-paper publication is the 
official Nazi organ, Der Vierjahres- 
plan, filled with almost identical ad- 
_vertisements from almost every 
business which wants to stay alive, 
| while consumer and luxury goods 


bbing 


advertised as available in Germany 
increase qualitatively and quanti- 
tatively in proportion to the read- 
er’s distance from Berlin. The Span- 
ish edition of Der Adler, for in- 
stance, advertises an enticing array 
of things that never find their way 
into the Berlin edition. 

“Hardship, suffering, sacrifice, co- 
operation—all these are strikingly 
absent in the copy and illustrations 
of German advertising,’ Mr. Hodges 
says. “The British make a sort of 
virtue of all these themes. The 
Germans, to the extent possible, 
ignore the war. The British stress 
it, but as a passing phase. Both 
utilize advertising to give the public 
a feeling of security in the present 
and hope for the future.” 


Price Formula 


The Office of Price Administra- 
tion has established a new formula 
by which manufacturers of dog and 
cat foods can price new packages of 
their products. Here’s the way it 
goes: The manufacturer takes the 
maximum price of his fastest selling 
package of the product, deducts the 
cost of the old container and the 
packing where a change in con- 
tainer is made, adds the cost of the 
new container and packing, divides 
the maximum price of the old pack- 
age where a change in size is made, 
by the number of ounces, net weight, 
in the old package, and multiplies 
the result by the number of ounces, 
net weight, in the new package. 

Then you've got the new price 


formula. Got it? 
Jottings 

When Monarch Mfg. Company, 
Milwaukee, which makes leather 


and fabric jackets, ran a quarter- 
page in Life recently, its illustration 
showed a he-man, pipe-smoking 
father sheparding his son on a hike, 
with the headline: “An old pipe... 
an arm chair... your leather jacket, 
too.” One result was an inquiry 
from a Porto Rican wholesale drug- 
gist, asking for “best prices, terms 
and discounts on your smoking 
pipes.” .. 

What Dr. James S. Thomson, gen- 
eral manager of the Canadian 
Broadcasting Corporation, defines as 


nadian stations: 
matter and commercial announce- 


that they can be freely introduced 
into a mixed company of adults and 
children as a subject of ordinary 
conversation.” . . 

Globe-Wernicke employes who 
)are late or absent from work get a 
special check from their foreman 
before they get their regular pay 
check. It’s drawn on the “Bank of 
the Axis” and is good for “one mil- 
|lion thanks” from Adolf Hitler and 


rm, 


Information 


for 


Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2122. Drilling. 


The Oil & Gas Journal has issue 
this folder, which covers informa. 
tion on the drilling end of the petro. 
leum industry—extent of drilling 
activities, who drills these wells, ang 
a state tabulation showing where 
wells are drilled and the publica. 
tion’s coverage. 


No. 2123. Digest of Service. 


In question-and-answer technique 
this folder, issued by the San Fran- 
cisco-Oakland Retail Radio Bureau, 
describes the group’s purpose, which 
is to help retailers to use radio ad- 
vertising profitably, and outlines its 
operation, facilities and services. 


No. 2095. What Does All-Out War 
Effort Mean to Advertising, 
Printing and Lithography? 

General Printing Ink Corporation 
has issued this booklet, which re- 
ports the findings of a special sur- 
vey of 116 important American in- 
dustries. It shows what demands 
an all-out war effort make upon 
production, manufacture of con- 
sumer goods and advertising, and 
what changes it forces on the print- 
ing, lithographing and allied indus- 
tries. 


No. 2101. An Investigation. 


In this brochure, issued by The 
United States News, an industrial 
advertiser conducts an investigation 
to find out how many key men 
there are in official Washington and 
how to insure that his advertising 
will be read by them. At the hear- 
ing the four weekly news magazines 
are called to testify in their own 
behalf. 


No. 2092. Wartime Promotion Sup- 
plement. 


Eye*C€atchers, Inc., has issued this 
wartime supplement to its photo- 
graphic collection, containing minia- 
ture reproductions which provide a 
handy reference of subjects for 
wartime promotion, from which 
glossy prints or mats may be ob- 
tained. Subjects include service- 
men and industrial and other work- 
ers on the home front. 


No. 2079. American Builder’s 1943 
Program, 


This new brochure, issued by 
American Builder, starts with 4a 
study of the shift to wartime build- 
ing and what it means to manufac- 
turers, and shows how this publica- 
tion serves wartime needs and 
planning of the building industry. 
It gives an outline of the principal 
editorial theme of each 1943 issue 
and a detailed presentation of eci- 
torial content for the January fore- 
cast and preview issue. 


No. 2016. Newsweek — a Major 
Force in American Business and 
Industry. 


Facts about Newsweek—its bac\- 


ments shall be of such a character |tion analysis by business classific 


a “simple but effective standard” to | chyre. 
be applied in accepting advertising | study is carried out in detail, w 


matter has been developed for Ca- graphs showing circulation gai! , 
“All advertising ‘trends 


ground, editorial purpose, reader i- 
terest and a wealth of other m:*- 
terial are compiled in this new bro- 
The circulation - readersh'p 


and growth compariso! 
Letters from readers and a circu! 


‘ 


tions point to Newsweek’s penet! 
tion of the business and industr 
setup and the Washington scene. 


No. 2087. 


WBZ. 


The scope of the Boston marke’ 
brought out in this folder, issued Y 


Check-List of Facts 


Radio Station WBZ, with facts abou 


Hideki Tojo, “dealers in murder, | 


starvation, loot and ruin.” . . 


people, buying power and busines* 
activity. Facts about the station * 
facilities and coverage of the ter’'- 
tory are included. 
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Sees Rationing 
Making Grocers 
More Important 


igo, Feb. 9.—Rationing pro- 


“h 
: pa n unprecedented opportunity 
for the retail grocer to develop 
wggme of the social stature of the 
doctor and the teacher” by allowing 
him to become a counsellor on fam- 
‘ly nutrition, Nathan Cummings, 
nresident, Sprague Warner - Kenny 
Corp ation, told the Chicago As- 
ciation of Manufacturers’ Repre- 
sentatives here yesterday. 
~ Mr. Cummings, head of one of the 
country’s largest wholesale food 
enterprises, asserted that fears of 
ctua! food shortages are unfounded, 
America Will be fed, and fed pala- 
table food, although there may be 
shorteges of particular items. 

The important need, as far as the 
food manufacturers, wholesaler or 
retailer is concerned, he said, is for 
flexibility, so that rapidly changing 


conditions can be met with intelli- 
gence and initiative. Point ration- 
ing, he asserted, can be taken in 
stride, declaring that the American 
system is comparatively simple, and 
that many of the problems of ration- 
ing have already been worked out 
in England. Rationing also helps 
the advertised brands, he asserted. 


Brands Will Benefit 


“Consumers, when they find | 
themselves rationed on a product, | 
will buy the very best product they | 
can afford in the amount allowed | 
them by their rationing coupons,” 
he said. “When they are limited in 
the amount of coffee they can buy, 
they inevitably want a well-known, | 
established, advertised brand, Where 
they were sometimes willing to risk 
their money on an unknown product | 
n the theory that if it was not good | 
they could always throw it out and 
buy something else, under the ra- 
tioning system they will not take 
this chance. 

“The advertised product is in its | 


heyday, and the money that has | 
been spent in advertising over a/| 
period of years is now repaying the 


spenders by giving them a greater | 


NOW 

5,000 WATTS 

DAY & NIGHT 
600 KC 

The Only Columbia 

Station in Maryland 

Poul H. Raymer Co. 
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degree of acceptance than they have 
ever had before.” 

Mr. Cummings revealed that his 
company has recently purchased 
two additional grocery houses, one 
in Richmond, Va., and the other in 
Durham, N. C., and—in line with 
the strange times—invited anyone 
who had a “few carloads of anything 
that measures up to our quality 
standards” to talk it over with the 
company’s buyers after the meeting. 


Will Make Synthetics 


General Tire & Rubber Company 
has entered into a contract with the 
government to operate a synthetic 
rubber plant in Texas. The new 
plant is already under construction. 
General Latex and Chemical Cor- 
poration, Cambridge, Mass., will be 
associated with General Tire in its 
operation. 


Swap Shoppers 
Invited to Sell 

Terre Haute, Ind., Feb. 10.—The 
merits of a wartime “Swap Shop,” 
a kind of old-fashioned trading post 
brought up to date, will soon be 
determined by Root Dry Goods 
Company, operator of one of west- 
ern Indiana’s largest department 
stores. 

The merchandising idea, which 
the company believes is an innova- 
tion among retail stores, was 
brought to public attention recently 
by a full-page newspaper advertise- 
ment. Readers were asked to bring 
in some of the things they don’t 
need, to set their own price on them, 
and take war stamps or bonds, or 
Root budget checks, for the goods 
when sold. The company will de- 


duct 10% of the sale price as a 
handling charge. 

The new “white market,” soon to 
be opened, will be set up in the 
building that formerly housed auto 
accessories and tires. Everything in 
a long alphabetical list from alarm 
clocks to washing machines is in- 
vited, but all appliances must be in 
working order and no antiques are 
wanted. “You bring it in; we won’t 
pick it up,” is the admonition to all 
swap shoppers. 


Davis Back at Desk 


George W. Davis, manager of the 
Detroit office of Young & Rubicam, 
has returned to his post after an 
absence of eight months, during 
which he served the War Manpower 
Commission in Washington. H. K. 
Jones has returned to the agency’s 
New York office. 


| Matches Unmailable 


| to Foreign Countries 


| The Post Office has warned users 
of the mails that matches are pro- 
hibited transportation in the mails 
to all foreign countries, and may not 
| be sent to members of the armed 
forces or to civilians receiving mail 
at points where sea transport is in- 
volved. 

Packages addressed to overseas 
destinations, and containing matches 
are held at the post office until the 
matches are removed by the sender, 
it warned. 


Loff Joins Kupsick 

Arthur Loff, formerly with Rose- 
Martin, Inc., has been appointed to 
head the production department of 
iJ. R. Kupsick Advertising Agency, 
‘New York. 


200 thows of Wok 


FOR TEN MINUTES READING 


hhis is ¥he story of 2100 words of BW copy. . . of how BW’s Labor 


Editor 


ote a report on “Absenteeism’’. . . the work of a month of 


preparation, a week of condensation—for 10 minutes of reading. 


These men he consulted, face-to-face: 


Heads of companies in a half-dozen industries 
And their VPs in charge of employee relations 
Seventeen personnel directors 


Thirty foremen 


Eighteen labor union officials 
Three dozen labor-management production committeemen 
Several men in the War Manpower Commission 

And in the Bureau of Labor Statistics 
And in the Shipbuilding Stabilization Committee 
And in the War Labor Board 
And in the supply divisions of the Services 
And in several trade associations 


That makes 133 confgcts with men right at the source of the facts. 


And he examined evgry major survey made by private and quasi 


public groups; and v 


j queried all BW’s corres 


minous reports of Britain’s experiences. He 


ndents in industrial areas. He had long dis- 


cussions with 6 BW stafieditors about the broader economic conse- 


quences and social incidefee of the problem — to weigh it as a factor 


influencing production, inff¥encing plans of military strategy. 


Result: 2100 BW words; auth 
judgment in business decisio 


“Absenteeism” report in Busi 


a 
a 


330 West 42nd Street, New York City 


itative, concise, important to your sound 


involving manpower. You'll find the 


ss Week —or write BW for a reprint. 
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Hartford Light 
Tests Own Plan 


for Postwar Sales 


Utility Bankrolls 
Dealers to Build Use 
of Current in Homes 


Hartford, Conn., Feb. 9.—While 
marketers and government officials 
have been debating the relative 
technical merits of half a dozen con- 
crete plans for selling goods now 
for postwar delivery, the Hartford 
Electric Light Company has suc- 
ceeded in lining up dealers to get 
its own “Victory Sales Plan” under 
way. 

First consumer advertising by the 
utility, which sells no appliances 
itself, has been scheduled to appear 
in the Hartford Courant Feb. 16. 

Much simpler in detail than the 
Nugent plan and other similar pro- 
posals, the electric company’s pro- 
gram has its roots deep in forward 
planning to meet the readjustments 
brought about by the intensive war 
conversion of the Connecticut 
valley. 


Aims at Postwar Market 


Objective of the Hartford plan 
common to other postwar delivery 
proposals is to build up a backlog 
of orders for delivery immediately 
after the war. But the electric com- 
pany’s interest is a secondary one, 
for it makes no direct profit from 
the sale of appliances, having no 
retail outlets. 

Its fundamental interest is to cre- 
ate an additional market for electric 
power, in anticipation of a decline in 
use of industrial power in the post- 
war period. The plan, therefore, 
focuses on the sale of electric re- 
frigerators, ranges, and hot water 
heaters, the latter heavy users of 
current. 

Other objectives include keeping 
alive the idea of the “electric home” 
and keeping the value and use of 
electric energy in the minds of the 
consuming public during the war 
years when new appliances are not 
available; aiding dealers and their 
salesmen, thus keeping alive sales 
organizations; and promoting the 
national interest by siphoning off 
excess purchasing power to be in- 
vested in war securities, and build- 
ing up a backlog of orders for im- 
mediate production and employment 
after the war. 

The Hartford plan differs funda- 
mentally from the proposals of Rolf 
Nugent, OPA economist, (ADVERTIS- 
ING AGE, Jan. 11), in that no special 
certificates are to be issued by the 
government, and that orders are 
placed for specific brands of appli- 
ances through specific dealers. 

Here’s how the plan, which will 
cover only electric refrigerators, 
ranges, and hot water heaters ini- 
tially, has been organized: 

1. Dealers will contract with the 
Hartford Electric Light Company to 
take orders for specified appliances 
to be delivered as soon as available 
at end of war. The orders provide 
for an estimated purchase price in 
round figures, providing for dis- 
count and installation allowances. 


Thousands of Trojans work 
in war plants, military depots 
and other projects outside the 
A.B.C. City Zone.* The mil- 
lions they earn are spent in 
Troy—where they live and 
shop. Keep the 115,000 con- 
sumers here “sold” on your 
product! 

*May we send y 

specific figures’ 

Fein 

(We THE TROY RECORD 

RECORD 
( a. THE TIMES RECORD 
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2. Down payment and_instal- 
ments will be made with the Hart- 
ford National Bank and Trust Com- 
pany, the utility paying the bank 
for its expenses in handling the 
funds. The bank invests the funds 
in government securities. 

3. The electric company will pay 
the dealer or the dealer’s salesman 
$3 for each approved order. This 
is “out-of-pocket” expenditure by 
the company as an investment in 
building and maintaining its post- 
war consumer power market. 

4. Customers will be assigned 
priorities for delivery and installa- 
tion of appliances in the order that 
their final payments are completed. 
They may cancel, with all funds 
returned, up to the time that the 
final “selection order” calling for 
delivery is signed. 

5. Dealers, distribttors, and 


manufacturers all agree to give 
preference on “Victory” orders out 
of increased quotas to be assigned 
to the Hartford area. 

The Hartford Electric Light Com- 
pany will designate total quarterly 
quotas of ranges, refrigerators, and 
water heaters for dealers. 


Will Use Advertisements 


It will also undertake an adver- 
tising campaign to create interest 
and acceptance of the plan by cus- 
tomers and cooperate in the promo- 
tional efforts of others in the indus- 
try. Efforts will be made to get 
manufacturers to push the “Victory 
Sales Plan” in their own advertise- 
ments placed in local media in the 
Hartford area. 

The company will also pay dealers 
joining in the plan the following 
commissions in addition to the $3 


salesman’s allowance: 


a $ 5.00 
Seth Dae Salk did hbi0 a 8 64a 17.50 
Water Heater (40 gal.)...... 25.00 
Water Heater (50 gal.)...... 35.00 


Water Heater (60 or larger).. 40.00 
Dealers, on the other hand, will 
offer to purchasers the following 
specific Victory discounts on post- 
war list prices: 
NE: 6's 6 ¢ ta s-40 0.5 do $ 5.00 
0 EES eer eee 
_ £ Ree ree re 10.00 
Dealers will also undertake to 
replace any orders cancelled by cus- 
tomers with new orders from other 
customers, and to sell one range or 
water heater for each refrigerator 
order taken. 


Dealer Pools Suggested 


Streamlining of future service is 
suggested in the company’s proposal 


February 15, i94, 


— 
that dealers organize cooper tiv, 
pools to handle wiring installation: 
and obtain quantity prices {,, Such 
installations through competitiy 
bidding in bulk. . 

If dealers withdraw from pyg; 
ness, their orders are to be take, 
over by others serving the same toy. 
ritory, according to the agre: ment 

Both the Hartford plan and othe,. 
offered by Robert J. McFall of Mag. 
azine Marketing Service and Johy 
E. Bogan of the Association of Gas 
Appliance & Equipment Manufac. 
turers have attracted atientioy 


among manufacturers and banker 


during recent weeks. 


None of these plans, proponents 


claim, requires the extensive goy. 


ernment guarantees and controjs 
that are features of Mr. Nugent’ 

Bankers are especially 
interested in the Hartford play, 


proposal. 


Cc. B. LARRABEE 
President of Printers’ Ink 


G. D. CRAIN, JR. 
Publisher of Advertising Age 
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RAMSEY OPPENHEIM, SR. 
Publisher of Western Advertising 


PHILIP SALISBURY 
General Mgr., Sales Management 


JAMES W BROWN, JR. 
Publisher of Editor and Publisher 
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hi » offers a substantial amount of 
iment saving, along the lines of 
Christmas clubs. 


whic 
jnst 
the 


six Join AFA 

Advertising Federation of 
America has elected the following to 
membership: Danbury News-Times; 
Manufacturers Record Publishing 
Company, Baltimore; Ledger-En- 
yirer Papers, Columbus, Ga.; M. H. 
Hackett Company, New York; Wal- 
den Sons & Mott, New York; and 
Nassau Daily Review-Star. 


Burnett to Horton-Noyes 

Henry B. Burnett, former adver- 
tising and sales promotion manager 
of Walker-Turner Company, Plain- 
field, N. J., has joined the contact 
department of Horton-Noyes Com- 
pany, Providence, R. I. 


Stamps and Bonds 
Keynote Copy 
in New G-E Series 


(Picture on Page 39) 


Bridgeport, Conn., Feb. 10.—In- 
telligent postwar planning through 
the purchase of war bonds and 
stamps now, will keynote copy in a 
new series of advertisements by the 
General Electric Consumers Insti- 
tute. 

Full pages have been scheduled 
to appear in the Feb. 23 issue of 
Look and the April issues of Ameri- 
can Home, Collier’s, Country Gen- 
tleman, Holland’s, House Beautiful, 
House & Garden, Household, and 
Successful Farming. 

Initial advertisement in the series 


has been headlined, “Look — the 
Smiths are building a new home!” 
An illustration shows construction 
of a house and garage, shingled with 
war stamps and papered with bonds. 
Copy points out that stamp _by 
stamp and bond by bond, the Smiths 
are building for the future. 

Subsequent headlines will be 
“Bond Street,” and “U. S. Highway 
No. 1,” with the catchphrase, “Head 
right into the house of your dreams,” 
via the war bond road. 

Maxon, Inc., is the advertising 
agency. 


Climer Back on Job 

Fred W. Climer, personnel direc- 
tor of Goodyear Tire & Rubber 
Company, Akron, until he joined 
WPB three and a half months ago, 
has returned to Goodyear as assist- 
ant to the president. 


Chain Groceries to 
Distribute Bond Books 


“Mrs. Brown Goes to War,” a 
booklet issued by the Treasury, will 
be distributed over the counter in 
A. & P., Kroger, Safeway, Fisher, 
American Stores and IGA stores, as 
well as those stores distributing 
Everywoman’s magazine, on March 
17, the Treasury has announced. 

Approximately 8,000,000 copies of 
the booklet, which tells how house- 
wives can aid the war effort through 
bond and stamp purchases, will be 
distributed through these outlets. 


Joins ‘Cosmopolitan’ 

Russell Brittingham has joined the 
eastern sales staff of Cosmopolitan. 
He was formerly with American 
Magazine. 


ANSWER OMESTIONE ABOMT 


THE SPORANE MARKET 


* Is Spokane City or a Larger Area Covered by the Spokane Dailies ? 


Your letter of December 10th arrived during a con- e 
ference with our Research Manager. In less time than as 
it takes to explain our method of checking your 1942 
ABC Audit Report against E & P Master Sales Area 
data, the “Blanket” coverage of Spokane and Spokane 
Gounty was immediately evident; together with indis- 


dailies. 


table evidence that adjacent counties in Idaho and 
hington are vital parts of the Spokane market be- 
cause of the magnificent distribution of the Spokane 


Jone Wada 


* What Distances and Barriers Separate Spokane From Other Cities of Comparable Size? 


North, East, West, South—there is Spokane; be- 
tween the Cascades on the East, the Rockies on the 
West; amid the broad millions of acres that run far 


to the North and South; a marketing island in a 500- 


mile wide sea of rich agricultural, mining and timber 
resources; a solitaire jewel in a superfine setting. 


he | 


* Has the Completion of Grand Coulee Dam Helped Develop the Spokane Market? 


Three years ago I visited the Spokane area and later 


Grand Coulee Dam would know what a boost it is giv- 


made a “10-Year Prediction” in Sales Management, ing to both agriculture and industry. 
that no section would grow as rapidly during the 1940- 


1950 decade. 


I don’t deserve any credit for being a 


good prophet. Any one who has seen the marvelous 


faa 


* Population of Entire Spokane Market Is Numerically Comparable to What City? 


The great Inland Empire which represents the Spo- That’s a graphic way to emphasize the size of the Spo- 


kane market has a population which 


front among the leading centers of the country. 


uts it right up kane market. 
It 
totals over three-quarters of a million, and thus stands 


alongside such a great metropolitan city as Boston. 


* What Basic Industries Contribute to Spokane Area Prosperity? 


Always an important center for the production of 
lumber products, meat packing, dairy products and 
cement, Spokane under the influence of Grand Coulee 

power is now seeing meteoric growth of new 


Dam 


heavy industries. More than $300,000,000 in new capi- 
tal is going into Spokane area industries, including 


Ea 


Advertising Representatives 
JOHN B. WOODWARD, INC. 
New York-Chicago-Detroit 
San Francisco-Los Angeles 


Color Representatives 
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COMIC SECTIONS 
Metropolitan Sunday Newspapers, Inc. %, 


great new aluminum and magnesium mills. 
the new development of tremendous size and impor- 
tance must be kept secret for military,reasons. 


Ditoe Sy. 


Much of 


Croton Continues 
Advertising in 
Spite of Priority 


New York, Feb. 10.—Despite a 
recent order by the War Production 
Board giving servicemen priority on 
waterproof watches, Croton Watch 
Company will continue to advertise 
these products. Insertions are sched- 
uled for the March issues of Esquire, 
Fortune, The Saturday Evening Post 
and Time. 

Advertisements in this new series 
contain the following explanatory 
message: “Croton waterproof 
watches have gone to war! Hence 
they are obtainable at (or may be 
ordered through) Post Exchanges 
and Ships Service Stores. Send 
your man in the service the money 
for his Croton.” 

Copy also points out that Crotons 
are more than “hermetically-sealed” 
watches that repel water and dust, 
resist shocks and magnetism. They 
are, above all, “efficient, dependable 
timekeepers that embody every 
modern, scientific advance in fine 
watchmaking,” 

With regular outlets cut off, the 
company toyed with four possibili- 
ties before shaping its future adver- 
tising policy: 

(1) Continuing its advertising of 
waterproof watches in general mag- 
azines; (2) Limiting it to service- 
men’s publications; (3) Switching to 
promotion of its regular watches 
only, or (4) Merely doing institu- 
tional advertising as postwar “in- 
surance.” 

Maintenance of the waterproof 
drive was finally agreed upon, par- 
ticularly since these watches are 
available. Croton alse decided to 
step up advertising on its other 
products in selected magazines to 
protect regular dealer outlets. B. D. 
Iola Company handles the account. 


Egolf Takes New Post 


with Broadcasters Group 
Willard D. 
E golf, commer- 
cial manager of 
KVOO, Tulsa, 
has been ap- 
pointed to the 
new post of ex- 
ecutive assistant 
to the president 
of the National 
Association of 
Broadcasters, 
Washington, D.C 
Mr. Egolf en- 
tered advertising 
in Florida in Willard D. Egolf 
1925, and came to 
Tulsa as an account executive for 
the Rogers-Gano advertising agency 
in 1928. He took over his KVOO 
post in 1932. At present he is a 
vice-president of the Advertising 
Federation of America, as well as 
governor of the Tenth District, AFA, 
and chairman of the _ national 
awards committee. 


Tennerstedt to NBC 

M. R. Tennerstedt, formerly with 
William G. Rambeau Company, has 
joined the NBC central division spot 
and local sales department in Chi- 
cago, replacing Robert Flanigan, 
now in the Army. 
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New Century to R & R 

New Century Beverage Company, 
San Francisco, has appointed Ruth- 
rauff & Ryan, San Francisco, to 
handle advertising of the Belfast 
line of sparkling water and soft 
drinks. 

Ruth Selby, formerly with the ad- 
vertising department of Consoli- 
dated Millinery Company, has been 
named assistant production manager 
of the agency’s office. 


“Am I glad Mom always listens | 


to WFDF, Flint, Michigan!” 


Bank’s Series On 
Civic Cooperation 
Wins Acclaim 


Chicago, Feb. 9.—How an Atlanta 


| ter of civilian behavior for the dura- 
‘tion—and made it pay—was related 
| to the regional conference of the 
| Financial Advertisers Association 
yesterday by the author of the plan, 
Lewis F. Gordon, vice-president, 
Citizens & Southern National Bank. 
The campaign was initiated in 
July, 1941, when the United States 
was preoccupied with “defense.” 
Its usefulness became even more 
apparent when that phase of the 
national indecision ended and the 
| eagle became a war bird. 
The copy, appearing twice weekly 
16 newspapers of Georgia and 


| in 


South Carolina in 196 lines on three | 


columns, grew less Emily Postish | paign had its inception in his theory | frivolous dissipation of the price of 
and more grim and specific after'that a bank is a civic institution | victory, 


Pearl Harbor. It criticised labor 
and capital emphatically and impar- 
tially for some of their more obvious 
derelictions and warned the public 
that the war was costing money 
which could come from only one 
source—the public. It urged the 
citizenry to save money, among 
other things, pull in its belt, quit 
worrying about living standards, 
and address itself wholeheartedly to 


'the unpleasant but imperative ne- 
institution appointed itself the arbi- | 


cessity of winning the war. 
Bank Called Benefactor 


A good many toes were stepped 
on as the campaign proceeded along 
its appointed way and undoubtedly 


|}some of the victims wondered why 


the bank didn’t confine its advertis- 
ing to the banking business. On the 
other hand, the electorate as a 
whole took the advertising and its 
progenitor to its heart, hailing it as 
a public benefactor. Incidentally, it 


/increased the bank’s deposits almost 


$12,000,000 more than in any other | 
adjacent institution during the same | 
period. 

Mr. Gordon said that the cam-| 


rather than a commercial enterprise, 
hence is charged with a responsi- 


| bility to work for the common weal. 


He emphasized that sincerity is the 
essential ingredient of any such de- 
parture from orthodox practice. 
ADVERTISING AGE learned, in this 
connection, that Mr. Gordon has 
two sons in the service—one in 
Africa—and therefore, is justified in 
thinking out loud in public. 

“There is scarcely a home in the 
country which has not suffered the 
loss, or at least the amputation of 
its most beloved possession — its 
young,” said the southern advertis- 
ing man. “People want to win the 
war and they insist on the abolition 
of every peacetime privilege which 
will ifiterfere with this single ob- 
jective. When we placed our adver- 
tising in harmony with this insist- 
ent, though often unspoken demand, 
we were merely acting as interpre- 
ter for 99.99% of the people.” 


Injects “Soul” in Copy 


The advertising, which rapped re- 
tailers smartly across the knuckles 
when their own copy encouraged 


and excoriated chiseling 


ONE LINK IS WEAK! 


UR FIGHTING MEN require more than food and ammunition. They want to return 
to a country that’s familiar . . . They want their political and economic objectives 
preserved. They want civilians to do something about post-war peace! 


“| Want You To Win The Peace” is the result of the FIRST service poll ever conducted by 
an American publication. In ten communities at the USO, YMCA and other sources, men 
off duty were given this searching questionnaire . . . Their reactions were startling . . . Their 


answers a mandate to you! 


This editorial action is typical of the information the new Click gives its wage-earner 
readers . . . Examine the March issue . . . Read “| Want You To Win The Peace” . . . See for 


yourself why Click is now selling more than 1,000,000 copies! 


as tenike 
oom % 


REACHING THE WORKING MAN AND HIS FAMILY 


551 FIFTH AVENUE, NEW YORK CITY = 
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|civilians whenever necessar, 


pressed the conviction of th, aes 
| official that there has been too mye, 
brain and not enough soul in myc), 
|current financial copy—that the 
| government as well as private ingtj_ 
tutions. : 
To remedy this defect, Mr. Goy. 
don at times tossed his bottle of jro, 
and invectives out of the window 
and indited something like “Some. 
body’s Boy,” which was 100% sey_ 
timent — perhaps expressing the 
midnight thoughts of a mothe, 
whose son is on a foreign bottle. 
field. Again, and probably j as 
some one was about to labe| him 
as a union hater, he ran a tribute 
to “The Unsung Fighting Men,” wh, 
are producing the material the 
troops must have to produce the 
result the country is praying fv. 
All of the advertisements in the 


|series utilized the same border ang 
= same fighting eagle to pre 


their identity. 


Kroger Renews Three 
Spot Radio Shows 


Kroger Grocery & Baking C 
pany has signed 52-week renewals 
for all three of its quarter-} 
daytime dramatic shows on 16 sta- 
tions in 11 states. Shows affected 
are “Linda’s First Love,” “Mary 
Foster—the Editor’s Daughter,” and 
“Hearts in Harmony.” 

Stations carrying the programs 
are WSM, Nashville; KFH, Wichita: 
WBNS, Columbus, O.; WIBA, Madi- 
son, Wis.; WMC, Memphis; WJHL. 
|Johnson City, Tenn.; KFPW, Fort 
Smith, Ark.; WTAM, Cleveland: 
| KDKA, Pittsburgh; WGST, Atlanta: 


| WLW, Cincinnati; WOOD, Grand 
Rapids; WIRE, Indianapolis: 
WMBD, Peoria; WDBJ, Roanoke: 
and WSPD, Toledo. Ralph H. Jones 


Company, Cincinnati, is the agency 


Vezina to Distiller 

Leo W. Vezina, formerly in charge 
of sales and advertising for W 
|Clark, Ltd., Montreal, has been 
|named assistant general manager of 
'Canadian Industrial Alcohol Com- 
|}pany and Corby Distilleries, Mon- 
itreal. He will direct sales of the 
|beverage divisions of both com- 
| panies. 


BALTIMORE'S BLUE 
NETWORK 
OUTLET 


| National Representatives: | 
_ SPOT SALES, INC. 
New York - Chicago - San Franc 
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WE DID IT BEFORE 
AND 


_WE CAN DO IT 


‘Selling’ 18,000,000 VICTORY GARDENS 


Is a Newspaper Job, Too..... 


No other co-operative campaign in newspaper 
history gained so much good will and commen- 
dation for the press as did the Scrap Campaign. 
Now we have the opportunity to do another job 
equally important . . “selling” Victory Gardens. 

No other medium can influence the public 
as readily and as effectively as the press. The 
news stories and news pictures 


The Omaha World-Herald urges every news- 
paper to lend a hand on this program that must 
succeed. Raising one’s own food is more than 
patriotism .. . it’s an absolute necessity. The 
outline of The World-Herald’s plan for Ne- 
braska-southwestern Iowa has been printed in 
booklet form and is available to any newspaper 

for the asking. Get it and use 


that “sold” the Scrap Campaign 
ean and will do it again. 


it or create your own plan, but 
do get behind the Victory Gar- 


(The World-Herald began 
its promotion of the Victory 
Garden Campaign early in Oc- 
tober, 1942.) 


Income in Nebraska is now at an all- 
time high. Farm Income for 1942 may 
set a new record; employment and pay- 
rolls are setting new records along with 
almost every business index. The Ne- 
braska-southwestern Lowa Market is a 
national leader in improved market 
conditions. 


Omaha Bank Clearings 
Lead the Entire Nation 
in Percentage of Gain 


Omaha Bank Clearings of- 
fer conclusive evidence of 
how Omaha’s and Nebraska’s 
business has been skyrock- 
eted. Since January, 1942, 
Omaha has consistently led 
the Dun & Bradstreet index 
in percentage of gain in 
Bank Clearings. For the 
year 1942, the gain was 32% 

- for January, 1943, 49%. 


den Program. In The World- 
Herald’s opinion, no newspaper 
ean afford to miss being asso- 
ciated with this drive. 


Nearly four years of consistent gains 
have put World-Herald circulation over 
191,000 . . . with nearly 50 per cent 
coverage of the million and a half popu- 
lation of the Market... rural and urban, 
When you schedule the Omaha W orld- 
Herald, you cover Nebraska and south- 
western lowa. Try it! 


The Omaha World-Herald 


Over 191,000 Daily ° O’Mara & Ormsbee, National Representatives 


Owners and Operators of Station KOWH .. . Member of the Blue Network 
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Exporters Advised 
to Keep Up Their 
Goodwill Drives 


Must Keep Customers, 
Speaker Tells World 
Trade Conference 


Chicago, Feb. 9.—Goodwill adver- 
tising in the foreign field is the 
“obvious answer” to the question 
of what wartime course exporters 
should adopt, even though they can- 
not fill current orders, leading for- 
eign traders attending the Chicago 
World Trade Conference were told 
here yesterday. 

Exporters must do all possible to 
assure a sound basis for the distri- 
bution of merchandise during the 
remainder of the war and in the 
period that follows the United Na- 
tions victory, E. E. Schnellbacher, 
chief of the division of commercial 
and economic information, Bureau 
of Foreign and Domestic Commerce, 
declared. To do so, he said, they 
must strive to keep their regular 
channels open and keep foreign 
affiliations intact even though they 
are non-productive at the moment. 

“That is postwar planning of a 
practical nature, both from the per- 
sonal and the national viewpoint,” 
he continued. “The exporter should 
not let his foreign customers forget 
his products even though he is un- 
able to fill all of his export orders. 
Goodwill advertising in the foreign 
field is the obvious answer—and it 
is the method being followed by 
Fong | far-sighted business men to- 

a” 


Only 12% Cut Budgets 
Pointing to a survey conducted 
jointly by Department of Commerce 
field offices and the Office of the 
Coordinator of Inter - American 
Affairs, Mr. Schnellbacher listed 
these preliminary figures: Of 367 


1942 totaled 7 billions, with lend- 
lease accounting for 60%. 

Swiftly-rising export prices have 
leveled off since the issuance of the 
maximum export price regulation 
nine months ago, but they are still 
much higher in relation to their 
prewar position than is the average 
wholesale price level in the domes- 
tic market, according to Seymour 
Harris, director of the OPA Office 
of Export-Import Price Control. 

“On the whole, price increases in 
Latin American countries on typical 
consumer goods have been moder- 
ate,” he said. “The most serious 
complaints have centered about cer- 
tain construction materials, iron and 
steel products, and other industrial 
materials which are in extremely 
short supply in many of these coun- 
tries.” 

Exporters have been treated lib- 


erally so far as price control is con- 
cerned, he maintained. “The ex- 
porter has been more or less guar- 
anteed a normal margin for over- 
head and profit plus certain direct 
expenses,” he said. “Where he has 
complained that his costs increased, 
we have tried to make the necessary 
adjustments. We have been able to 
do this because the relation between 
export prices and the cost of living 
is indirect, whereas the relation be- 
tween the prices charged on many 
types of domestic transactions and 
the cost of living is direct. 


Plans Revision of Rules 


“The exporter has had many 
problems of his own, particularly 
with licensing controls and shipping 
scarcities, but generally he has been 
able to carry on with a reasonable 
margin of profit.” 


“ma 


To meet a number of problems 
raised since the regulation was put 
into effect, the office expects soon 
to issue a revised version allowing 
exporters additional compensation 
for the average increase in over- 
head costs since the 1940 base 
period. 

Large dollar balances are heing 
piled up in Latin America and, 
while these goods are being paid 
for, “neither Latin Americans nor 
North Americans can eat money, 
wear bank balances or build houses 
with foreign trade drafts,” the con- 
ference was told by Hector Lazo, 
assistant director of the office of 
exports, Bureau of Economic War- 
fare. 

“It is goods they need, and al- 
ready magnificent plans are being 
made in many of the Latin Ameri- 
can republics for the postwar con- 


— 
struction, the postwar future.” he 
said. “Industries will rise to creat, 


a decent purchasing power for the 
peoples of these nations. Inere 
agricultural production will adq 
the world’s food supply as welj as 
to their own.” 

Lynn R. Edminster, vice-ch: rman 
of the United States Tariff Commi. 
sion, warned the group that a grea; 
many wartime controls will have to 
be continued, or others imposeg 
during the period of postwar de. 
mobilization and the reestablish. 
ment of peacetime economy, 


Suggests Three Steps 


He urged that three major step, 
be taken in reestablishing interna. 
tional trade in the postwar recon. 
struction days: (1) closer coopera. 
tion in the field of internationa) 
political relations, creating security 


U. S. manufacturers questioned, 146, | 
or 40%, will maintain normal ad- 
vertising expenditures during 1943; 
89, or 25%, are stepping up their 
budgets; 45, or 12%, have trimmed 
their budgets; and 75, or 20%, still 
have advertising expenditures under | 
consideration. 

On the basis of reported plans, 
1943 publication advertising by 
U. S. firms in Latin America will 
reach approximately the 1941 fig- 
ure, $5,500,000. Many manufactur- 
ers will use radio stations to a 
greater extent than heretofore, some | 
for the first time. Rate increases 
blamed on rising operational costs 


may force some advertisers to re- 
duce the number of Latin American | 
newspapers on their schedule. 
Despite the many restrictions 
which hamper the wartime opera- | 
tions of foreign trade operators, the 
enormous demands for lend-lease, 
and shortages of certain materials, 
the exporter still is doing “an im- 
posing volume of business,” Mr. 
Schnellbacher said. A recently-com- 
pleted Department of Commerce 
study shows that exporters have 
been doing approximately the same 
aggregate dollar business as during 
the years preceding the outbreak of 
hostilities in Europe, when they 
averaged $3,000,000,000 a year. Ex- 
ports during the first 11 months of 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN, 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


* Independent Survey of Providence Bulletin 


Not alone in industries of war do men and 


women of America serve behind the battle 


lines! 


Not alone in roaring factories and driving 


offices do they give of themselves to the cause 


of Liberty! 


There is still another place in which they 
serve valiantly and well. Paradoxically, it is 
a place of escape...an escape not from the 
stern duties and responsibilities of war... 


but rather an escape to arm themselves anew 
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have to carry on. 


This place of escape is the home... the 


— 


with the courage and resolution they must 


place which is both America itself and the 


thing for which it fights. 


Today, Better Homes & Gardens is eager y 


lies are reading Better Homes & Garde: 


sought by 2,470,000 suburban America) 
families as a revealing guide book to a bette’, 
more resultful, more patriotic use of ths 


escape into the home. These 2,470,000 fam - 
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Helping More Than 2,470,000 Suburban Home 


Families Plan Their Buying for Today and Tomorrow 
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nfidence; (2) scaling down of 
»arriers of all kinds, including 
restrictive quotas and ex- 
controls, etc.; and (3) con- 
ve action in the financial 
neluding stabilization of ex- 

rates and_ international 
and investment machinery 
would “encourage the flow of 
for productive uses only, to 


capital-hungry areas of the 


thus promoting general eco- 

stability and an expansion of 

yrld economy.” 

conference unanimously ap- 
resolutions opposing the 


threatened closing of regional De- 


partment of Commerce 


whic 
and 


offices, 
it termed a “false economy,” 


isking Congress to renew the 


Reciprocal Trade Agreements Act 


which 


— 


expires in June. 


Bradford Newspapers 
Name Story, Brooks 


Story, Brooks & Finley has been 
named national advertising repre- 
sentative of the Bradford News- 
papers, Bradford, Pa., effective 
March 19, 1943. 

The newspapers — morning Era 
and evening Star Record—were ac- 
quired by Bradford Publications, 
Inc., Jan. 16. Officers are Lester R. 
Edwards, president; Henry A. Sat- 


eral manager, and Robert B. Brom- 
eley, secretary and treasurer. 


Kimball Gets Dobbs 


Hat Corporation of America has 
appointed Abbott Kimball Com- 
pany, New York, for advertising of 
Dobbs hats. 


terwhitem, vice-president and gen-! 


Noise Abatement Awards 


The National Noise Abatement 
Council, 9 Rockefeller Plaza, New 
York, has announced that it will 
make four awards this year for out- 
standing civic achievement in the 
reduction of needless noise, to cities 
in various population groups. En- 
tries may be made by any city of- 
ficial or department, or by any other 
representative civic group or organ- 
ization. 


Blue Jay Campaigns 
Newspapers, rotogravure sections, 
farm papers and magazines across 
Canada will be used in the 1943 ad- 
vertising campaign for Blue Jay 
corn plasters, product of Bauer & 
Black, Ltd. Cockfield, Brown & Co., 


Toronto, is the agency. 


Buide book! 


with more interest and purpose than ever before. 


They are using it as a helpful inspiration in their 


planning for the home...as an authentic source 


of information and advice for the material main- 


tenance and improvement of the home... now 


and i 


n years to come. 


Better Homes & Gardens is dedicated to the 


cause of the home and of the families who dwell 


there 


iniuence have reached new heights. 


. In this national 


crisis, its service and 
Meredith 


P\ blishing Company, Des Moines, Iowa. 
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Admen in the 
Armed Forces 


Leland E. Conley, formerly man- 
ager of the Cedar Rapids, Ia., 
branch of General Outdoor Adver- 
tising Company, recently completed 
training at Camp Barkeley, Tex., 
and was commissioned a_ second 
lieutenant. He has been assigned 
to a station hospital at Camp Car- 
son, Colo. : 

Ben Langdon, publisher of the 
Star, Mangum, Okla., has been in- 
ducted into the Army at Fort Sill, 
Okla. 

Peter Folger, vice-president and 
sales manager of J. A. Folger & Co., 
San Francisco, has been commis- 
sioned a first lieutenant with the 
Marines and assigned to duty with a 
special unit. J. L. Moore will take 
over his sales management duties 
for the duration. 

Harold Frederick, formerly with 
the display advertising department 
of the Knickerbocker News, Albany, 
N. Y., has joined the Army and is 
stationed at Camp Leonard Wood, 
Mo. 

Charles W. Huse, public relations 
director for Columbia Steel Com- 
pany, San Francisio, has been called 
to duty as a first lieutenant with the 
Marines. Frank A. Burns, his assist- 
ant, has been named acting director. 

James W. Murphy, who repre- 
sented Shulton, Inc., in New Eng- 
land, has entered the Coast Guard. 

Ted van Gessel, West Coast rep- 
resentative of Einson - Freeman 
Company, Long Island City, is now 
a first lieutenant in the Army. 

Elizabeth Louise Gates, free-lance 
copywriter of New York, has joined 
the Waac and is now training at 
Daytona Beach, Fla. 

Albert E. “Hoot” Gibson, promo- 
motion manager of Station WSM, 
Nashville, has resigned to enter the 
Army as a first lieutenant in the 
infantry, training at Washington & 
Lee University. Winston S. “Red” 
Dustin, WSM advertising and mer- 
chandising manager, has entered the 
Army air forces and has been as- 
signed to the public relations branch 
of the ferry command at Memphis. 

Kenneth M. Carter, former na- 


tional advertising manager of the 


Republican and American, Water- 
bury, Conn., is training with the 
U. S. Marine Corps at Parris Island, 
S.C. 

Renold L. DeBarge, formerly on 
the advertising staff of the Union, 
Springfield, Mass., has joined the 
Army air forces as an aviation 
cadet. 

LeRoy D. Simmons, promotion 
manager of the Salt Lake Tribune- 
Telegram, has been commissioned a 
lieutenant in the Navy and ap- 
pointed Utah public relations officer 
of the 12th naval district, Salt Lake 
City. Jack Gallivan has been named 
promotion manager of the news- 
papers. 

Robert S. Aitchison, sales promo- 
tion manager of Lindberg Engineer- 
ing Company, Chicago, has enlisted 
in the Navy V-11 program and has 
reported to the Navy training school 
at Hanover, N. H. 


OPA to Give Admen 
Point Rationing Aid 

To explain details of point ration- 
ing and ration banking to interested 
advertising and agency men, the 
OPA regional office in Chicago has 
scheduled a_ special session on 
Wednesday afternoon, Feb. 17, to 
which all advertising men are in- 
vited. 

The session will be held in the 
“model store” set up on the ground 
floor of the London Guarantee 
building, 360 N. Michigan Ave., 
where retailers have been receiving 
assistance with their point rationing 
problems during recent weeks. Hugh 
J. Blakeley, OPA regional consumer 
executive, is arranging the program, 
which will include talking films and 
a question and answer session. All 
advertising men interested in food 
accounts are especially invited to 
attend. 


Roos Elected V. P. 


Raymond B. Roos has. been 
elected vice-president and general 
manager of Continental Foods, Inc. 
Mr. Roos was once associated with 
Mumm, Romer, Robbins & Pearson, 
Columbus, O., agency, and for the 
past seven years has been director 
of Borden Company’s prescription 
products division. 
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DIEGO 


Come on inside--get a ringside 


seat! San Diego is an“A” sched- 


ule city in your 1943 plans. 


% Send for latest facts on San Diego's 
wartime market and post war 


possibilities ! 


Union-Tribune Publishing Co., San Diego, California 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 
New York @ Chicago © Cleveland « Denver e Seattle © Portland « San Francisco « Los Angeles 
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Shoppers Survey Shows 
Gas Rationing’s Effect 


To the Editor: The attached chart 
contains the first information tabu- 
lated from a Pittsburgh Press sur- 
vey of downtown shoppers made on 
Monday evenings and Saturdays 
during the last four months. 

The survey was designed to find 
changes in shopping habits caused 
by gasoline rationing and other war 


measures. Over 15,000 shoppers 
were interviewed in department 
stores, furniture stores, specialty 


shops and variety stores. 

The means of transportation find- 
ings indicate a sharp curtailment of 
shoppers using their own automo- 
biles, particularly on Monday eve- 
nings. Last Monday eight automo- 
bile drivers were summoned before 


and foremost interested in only one 
thing and that is saving paper ton- 
nage.’ 

Having been in the publishing 
business for forty years, I happen to 
know one or two little things about 
it and the various ways in which 
savings can be made. 

One thing I have protested against 
for years, is the tremendous waste 
of paper involved in the return 
privilege accorded to newsdealers 


publications. There is no more rea- 
son why a newsdealer should have 
this privilege of returning unsold 
copies of publications to the pub- 
lishers of same than that a fruit 
dealer should have the privilege of 
ireturning unsold bananas to the 
| United Fruit Company. 

Here is an opportunity for you, 


SHOWS SHIFT IN TRANSPORTATION HABITS 


PITTSBURGH SHOPPERS’ TRANSPORTATION CHANGES 


le October and November 1942, before gasolise rationing, The Pittsburgh Press asked 5,000 Downtowns Pittsburg) Shoppers, whet 


meass of transportation they teed to come from their bomes to 


the downtown district. Those that came by automobile were asked 


“How easy persces were is the astomodile?™, and “Were they all members of the same family?" Ie January 1945, 10,000 sore 
ieterviews were coedected to fied bow gasolise rationing bad changed shoppers’ transportation babits 


MEANS OF TRANSPORTATION USED TO COME 
FROM WOME TO THE OOWNTOWN DISTRICT 


MONDAY WIGHT 


BREAKDOWN OF 


SATURDAY 


THE NUMBER OF PERSONS PER CAR 


AUTOMOBILES BY BREAKDOWN OF AUTOMNBILES INTO 


RIDE SHARING AND NON-RIDE SHARING 


SATURDAY MONDAY NIGHT SATURDAY MONDAY WIGHT 
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Shopper surveys conducted by the Pittsburgh Press in October and November, 
1942, and again in January, 1943, indicate the changes gas rationing has brought 
about in the means of transportation used by downtown shoppers. 


the OPA for using their automobiles 
unnecessarily since it was claimed 
they lived near adequate public 
transportation. 

It should be noted that some of 
the persons formerly shopping by 
auto have not switched to other 
means of transportation. Over- 
crowded public transportation and 
the inconvenience of a long walk to 
public transportation have discour- 
aged many former auto drivers from 
shopping. 

Later this month further analysis 
will show the towns and neighbor- 
hoods where shoppers live, whether 
or not they work in the downtown 
district, the last time they were in 
each store and their newspaper 
reading habits. 

C. F. ACKENHEIL, 

Director of Research, The Pitts- 

burgh Press. 

~~ — | 


Asks End of ‘Returns’ 


as Paper-Saving Measure 

To the Editor: I have noticed in 
several of your recent issues, items 
regarding the various ways in which 
different publishers are handling the 
10% reduction in paper under WPB 
requirements. 

In our own particular case, we 
have discontinued entirely our 
newsstand sales to meet these re- 
quirements. 

I though you might be interested 
in a letter I have just written to 
William G. Chandler, chief of the 
printing and publishing division ot 
the War Production Board regard- 
ing newsstand sales of publications: 

“I have just received a circular 
letter from our mutual friend, R. O. 
Eastman of the Eastman Research 
Organization of New York, in which 
he says that in a recent talk with 
you, you stressed the point that the 
War Production Board was ‘first 
with one stroke of your pen, sign- 


ing your name to an edict to all 
publishers to the effect that the re- 
turn privilege to newsdealers is 
hereby and herewith abolished, to 
save million of tons of paper now 
going to waste. 

The piddling savings of paper 
which can be made by trimming 
page sizes down a bit, or cutting 
down here and there on editorial 
content, as suggested by our friend 
Eastman in his recent circular lIet- 
ter, are a mere drop in the bucket 
to the saving that you can accom- 
plish immediately by killing the re- 
turn privilege to newsdealers. 


throughout the country on unsold | 


Such an edict issued right now | 


will mean not only the immediate 
saving of a tremendous tonnage of 
paper; it will also be an important 
factor in the movements now under 
way to stop wasting America’s 
natural resources to the end that 
our hitherto abundant wealth of 
forests, soil, water and animal life 


/may be restored for the present as | 
} 


| well as future generations. 
This is your opportunity to do 
something really BIG.” 
H. L. TILTon, 
Publisher & Editor, Hunting & 
Fishing, Boston. 


— a Oe 


States Case for 
Artists, Sign Makers 


To the Editor: Enclosed is copy of 
letter we have sent to Paul McNutt, 
in which we believe you might be 
interested. 

Cuas. W. COLLIER, 

Managing Director, Pacific Ad- 

vertising Association, San Fran- 

cisco. 


Through the public press we have 
been informed of the plans of the 
War Manpower Commission aimed 
at a greater concentration of work- 
ers in tasks directly connected with 


WCOP has sold everything from a magazine a 
. what have YOU to sell? 


2 e & mattress .. 


BAB | WCOP - nepaesenTeD by 
HEADLEY-REED CO. 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


listing of general classifications of 
business deemed unessential. 

In this connection, we would like 
to say that all of us in the adver- 
tising business are fully aware of 
the great necessity of industry and 
the people of the country doing 
everything possible to win the war. 
The advertising business on the Pa- 
cific Coast, composed of many 
classes of industry, including pub- 
lishers, radio stations, advertising 
agencies, advertising managers of 
manufacturing and retail businesses, 
and many other such groups, is 
pledged through “Advertisers for 
Victory Committees” to render 
every possible aid. 

At this moment we are cooperat- 
ing with the Office of War Infor- 
mation, Office of Price Administra- 
tion, Office of Defense Transporta- 
tion, Office of Civilian Defense, and 
the Treasury Department in special 
task assignments requested by them. 
The voluntary contribution of the 
advertising business has been tre- 
mendous, and as much more will 


be done as may be necessary. 
It has been called to our atten-| 
tion, however, that in the general | 


classifications established by you, 
there are sub-divisions of those 
classifications in which the workers 
are doing very essential work. Two 
classifications about which we are 
informed are (1) Art Studios; and 


(2) Manufacturers of Signs. 
the war effort, and have noted the 


Without any idea of seeking spe- 
cial favors for either of these groups, 
we nevertheless believe it important 
that you have the following facts. 

On the first subject, Artists: 

One of the sub-divisions is Com- 
mercial Artists. It is a matter of 
definite information to us_ that 
throughout the Pacific Coast, and 
probably throughout the entire 
country, nearly all artists in this 
category are devoting from 70% to 
100% of their time to visual char- 
acterization of subjects pertaining 
to the war effort. Art, as such, is 
used in the public press to carry im- 
portant messages which are so 
necessary in the maintenance of 
morale and the clear understanding 
by the people of the many phases of 
the war effort and a sound home 
front. As the old Chinese proverb 
said, “A picture is worth ten thou- 
sand words.” Whether or not this 
can be proved, at least the value of 
illustrations can hardly be ques- 
tioned. 

Checking this matter with two 
specific firms operating art studios 


‘in this city, produced the following 


information: 
One of them has six artists, three 


February 15. 1943 
of them come under the 37-yeay ,), 
group; each of these men is : yap, ~ 
and has children; knows no ot,,. 
trade. This studio advises .. _ 
84% of their work the past year ),. 
been done for enterprises lared 
essential or directly in some phay 
of war effort. The other styq;, 
with ten artists, has three . four 
within the age bracket, and one 9, 
these parties is so disturbe; about 
the whole matter that he feels h¢ 
should immediately give up his job 
because it has been declare{ yp. 
essential, although he knows th, 
his best talents are now being giver 


to a task for which trained talent ;. 
already very scarce. Many o/ sye) 
artists have also taken  specia) 
courses in camouflage work, whic; 
is essentially valuable in the wa, 
work. 

Similar conditions exist in art de. 
partments operated by newspapers 
advertising agencies, retail store: 
and many other types of organiza. 
tions. 

The other classification, Many. 
facturers of Signs: 

This includes many kinds of ep. 
terprise, among them the outdo) 
advertising business, window dis- 
play, etc. In checking with one of 
the largest in the outdoor advertis. 
ing field, we have learned that the) 
organization has donated during the 
past year $20,000 worth of space and 
art design to the furtherance of way 
bond sales and other patriotic ef- 
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They have also presented 


| fairmindedness of the War Man- 


al » for their clients on subjects | power Commission and its ultimate 
=. 1d to the war effort to the | solution of these problems, and trust 
pat = of $750,000. To maintain 'that the information here given will | 
= service, they must have a staff be of value to you in your future 
7 tists . considerations. 
0 ; , .  . 2 

Other companies throughout this . 
grea are rendering a similar gener- Owens-Corning 
ous service to the government. — Lists Ad Figures 

This particular company advises} To the Editor: I wish to call your, 
that with their training as signjattention to our company name) 
people they have been able to do| which you listed in your recent list | 
extensive camouflage work for the|of magazine advertisers as Owens- | 
Army, and that their artists are con- | Illinois Fiberglas Corporation. You | 
stantly called on to assist in such| will see by our letterhead that we | 
matters. should have been listed as Owens- | 

We realize fully that many|Corning Fiberglas Corporation. 
changes must be made if we are to| For your information, our maga- | 
win the war. We believe, however, | zine expenditures for 1942 were as | 
that broad generalizations declaring | follows: 
one industry essential and another; $114,529 in business magazines 
non-essential will definitely deprive 66,283 in national magazines 
the government of talent and 32,750 in trade magazines 
trained workers who will become; -————— 
less essential when diverted to other| $213,562 Total 


industries. 

We therefore respectfully suggest 
that instead of leaving these broad 
generalizations as guides for man- 
power and draft boards, that these 
special sub-divisions whose work 
warrants continuance be so speci- 
fied, in order that those in such oc- 
cupations as are obviously vital to 
the war effort may continue and not 
be made to feel that they are failing 
to contribute their part to the war 
effort. 

We have full confidence in the 


This you will see was also inac- | 
curately reported. 

WILLIAM D. THACKERAY, 
Advertising Manager, Owens- 
Corning Fiberglas Corporation, 
Toledo. 

{Editor’s note: The tabulation of | 
leading magazine advertisers, which | 
appeared in the Feb. 1 issue of Ap- 
VERTISING AGE, was based on Pub- 
lishers’ Information Bureau’s rec- 
ords covering its national magazine 
classification. PIB does not include 
trade publications in its figures. | 


| 
| 
| 


| 


| 


Talk to Marketers 


Dr. Lyndon O. Brown, vice-presi- | 


dent of Foote, Cone & Belding, and 
professor of marketing and adver- 
tising at Northwestern University, 
will lead a discussion on “Market 
Research in Wartime” at a meeting 
of the Chicago chapter of the 
American Marketing Association, 
Wednesday evening, Feb. 17. 

The meeting will be held at the 
Adventurers Club, 14 N. Michigan 
Ave., at 6:30 p. m. 


Army, Aviation and 
Baby Pictures Popular 


The Army, aviation, babies and 
children, and the Navy, in that 
order, are currently the four most 
popular subjects for advertising ill- 
ustration, according to a study by 
FPG, Inc., New York photographic 
agency, of its own sales. 

“Pretty girls,” a classification 
which was second in a similar re- 
view two years ago, now occupies 


/11th place, buried under such pro-| 


saic things as trains and trucks, 
civilian defense, landscapes, etc. 


Joins ‘Elks Magazine’ 
Wilbur Babcock has joined the 
sales staff of Elks Magazine. Mr. 
Babcock was formerly with Paul 
Block & Associates and Sawyer- 
Ferguson-Walker Company. 


Coors Launches New 


Campaign for Beer 

Adolph Coors Company, Golden, 
Colo., largest brewery in the Colo- 
rado region, has launched a new 
campaign stressing its 
with a series of advertisements built 
around the “What a Difference” 
theme. Typical copy is divided into 
two vertical panels, stressing the 
difference in customs, clothing and 
manners of bygone days when con- 
'trasted with the present, and draw- 
‘ing an analogy between “America’s 
lightest beer” and other brews. 

Advertising is running in news- 
papers of Colorado and_ several 
lother states served by Coors, and 
\radio, outdoor, display material and 
‘other promotional devices are also 
being used. MacGruder & Co., Den- 
iver, is the agency. 


Hicks to ‘U. S. News’ 


Marvin D. Hicks has resigned as 
| vice-president of Doyle, Kitchen & 
|McCormick to join the New York 
| staff of United States News. He was 


|previously eastern manager of AD- 
| VERTISING AGE and on the advertis- 
ing staff of Fortune. 


P " 

| Cotte in New Office 
| Alfred Colle Company, Minne- 
japolis advertising agency, has 
|moved its offices to the New York 
| Life building, 125 S. Fifth St. 


NEW YORK - CHICAGO - 


and Tablet Writing . 


As an undramatic peacetime commodity, paper long was blacked 
out by people’s indifference. But today it is being flooded with 


the light of public appreciation, for it is in the mighty drama of 
for shell containers, food packaging, propaganda leaflets, mili- i 
critical materials. Champion is proud of its importance in the 


industry, and of its ability to convert great stands of timber 


into many materials that contribute to America’s early victory. 


. . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


a ou 
Ks By 


PHILADELPHIA - CLEVELAND - 


BOSTON - 


ST. LOUIS - 


war that paper assumes its greatest role. Pulp is essential for 


explosives, while mills work day and night producing paper 


tary manuals, war maps, advertising, and substitutes for certain 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO .. . CANTON, N.C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


CINCINNATL+ ATLANTA 


; ‘Victory’ Will 


| 


light beer | 


Carry Advertising 


in April 1 Issue 


New York, Feb. 9.—The first issue 
of the new government overseas 
propaganda magazine, Victory, to 
carry advertising will make its 
appearance some time around April 
1, according to W. H. Mullen, acting 
chief of the bureau of overseas pub- 
lications, Office of War Information. 

Crowell-Collier Publishing Com- 
pany, which directs advertising for 
Victory, has sent out 165 letters 
announcing space, although there 
are only accommodations for from 
10 to 12 advertisers. To date about 
that number of placements have 
been received. 

“If we are faced with more 
advertisers than the magazine can 
handle,” said Mr. Mullen, “in all 
probability we will solicit the aid 
of the Advertising Council.” 

Ken Purdy, formerly of Look, is 
editor of Victory. 


Dailies Are Potent 
Classroom Force, 
ANPA Folder Says 


New York, Feb. 10.—The news- 
paper’s vital role as a wartime edu- 
cational force, in the classroom as 


well as in the home, is emphasized 
in a descriptive folder released re- 
cently to advertisers and agencies by 
the Bureau of Advertising, Ameri- 
be Newspaper Publishers’ Associa- 
| tion. 
| “We could no more teach school 
|today without the newspaper than 
| we could have taught it a hundred 
years ago without the slate,” the 
\folder declares, quoting from a 
|statement by E. R. Van Kleeck, 
assistant commissioner of education 
of New York State. 
The folder points out what an 
|indispensable medium the news- 
|paper is to teachers, parents and 
students, in keeping abreast of the 
times, and in acquiring a knowledge 
and understanding of significant 
news. 


Replacement Sales of 
Sealed Power Revamped 


John E. Norwood, since 1933 sales 
/promotion manager, has been named 
sales manager of the replacement 
| sales division of Sealed Power Cor- 
| poration, Muskegon, Mich. Victor 
\J. Paquin, formerly assistant sales 
manager, has been named service 
beg we of the division, and Harold 
| L. Baldwin, with Sealed Power 
|since 1934, has been named market 
| research manager. 

| The division operates under the 
| direction of Paul C. Johnson, vice- 
| president. 


| iieenlieanaiaaitil 
Urges Ohio Apple Ads 
Rep. Frank I. Giffin of Morrow 
County has introduced a bill into 
the Ohio legislature providing for 
creation of an Ohio State Apple 
Authority to promote the sale of 
Ohio apples through advertising and 
in other ways. His bill would 
authorize an assessment of 1 cent 
, per bushel for advertising, publicity 
| and research activities. 


ADVERTISERS 


and ADVERTISING 
AGENTS attention! 


Tuis book will help you 
plan your wartime programs... 


By CAROLINE 


F. WARE 
E prepared tor hanging. cus 
tomer habits Here is the 
most complete book available on con 
sumer action and directives in war 
time. Complete analysis of rationing 
price control, buying in wartime 
conservation, community war agen 
cies, post-war planning, directory of 
consumer organizations programs 
agencies, information x es, etc 
$2.00, at all book stores, or 
FUNK & WAGNALLS COMPANY 
354 Fourth Ave., New York 
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Fostoria Expands Sales 


Fostoria Pressed Steel Corpora- 
tion, Fostoria, O., has announced 
creation of two new sales divisions 
—a Near Infra-red Equipment di- 
vision headed by W. S. Crandall, 
formerly western division manager; 
and a Lighting Equipment division 
headed by Lawrence Goble, for- 
merly with Indiana Service Cor- 
poration. 


JWT Adds S. A. Accounts 

The Sao Paulo office of J. Walter 
Thompson Company has been ap- 
pointed to handle advertising in 
Brazil for Singer Sewing Machine 
Company, Companhia Gessy Indus- 
trial and Industrias Quincias Bra- 
sileiras Duperial S. A. 


No Burton Browne ‘ 
“Client hasa. | 
\ competitor with 
better advertising” 
~~ soatow GG) snowna 


ADVERTISING 
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Asks Expansion of 
Food Copy Themes 
During Wartime 


Program Director Airs 
Views in Third 
Burnett Survey 


Chicago, Feb. 11.—Food advertis- 
ing should serve all war objectives 
of the government in the food field 
—not merely the advancement of 
nutrition—according to M. L. Wil- 
son, director of America’s national 
nutrition program. His views are 
set forth in the third report on prog- 
ress of the program, released this 
week by Leo Burnett Company. 

Public consciousness of 
values has increased at a very rapid 
rate since the program was started, 
Mr. Wilson, who also is director of 
the nutrition division, Office of De- 
fense Health and Welfare Services, 
told the agency, and rationing on a 
broad scale will further stimulate 
public interest in food values. 
“The nutritional yardstick set up 
by the food and nutrition board of 
the National Research Council still 


stands,” he added. “As a nation we 


| shall have enough food. We must, 
however, employ more care and 
jskill and ingenuity in using the 
|\foods we have. This means more 
|rather than less opportunity for nu- 
tritional education.” 


Chart Being Revised 


The food chart suggested for use 
of advertisers is being revised, Mr. 
Wilson said, and while it probably 
will retain the same eight food 
groups, reference to amounts may 
be eliminated entirely and “the 
naming of specific foods in connec- 
tion with each group will be kept 
to a minimum.” 

His office also is changing the for- 
mula for cooperation of the food in- 
dustry in the program, the director 
explained, and advertising plans of 
food and allied industries will be 
cleared through the OWI bureau of 
campaigns, with the aid of the Ad- 
vertising Council. 

“Experience has taught us to 
change our opinion about the con- 
tinued use of the statement, ‘This 
type of food is among those rec- 
ommended in the nutrition food 
rules,’ in advertising of food prod- 
ucts as a basis for tying in with 
the nutrition program,” he said. 
“This method is especially open to 
question when considered in con- 
nection with what might be called 
borderline products. We may have 
to work oyt a different arrangement 


which will avoid the possible impli- 
cation that any brand product is 
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sponsored or guaranteed by the gov- 
ernment.” 


Favors Brandless Copy 


Referring to the educational pro- 
gram of the American Meat Insti- 
tute, which is served by the Burnett 
agency, Mr. Wilson said he would 
like to see more food advertising 
geared to the Institute pattern—the 
sound teaching of food values pre- 
sented with a technique that makes 
it dramatic and interesting. 

America must think fast about 
nutrition, the agency report insists, 
because it is coming to grips with 
severe shortages of important foods 
previously considered essential to 
well-balanced diets. Major factors 
affecting the dietary pattern are the 
promise to feed the United Nations 
and countries freed from Axis dom- 
ination; expansion of the armed 
forces; the point-rationing system; 
price ceilings and other regulations; 
strict government control of food 
“from the grass roots to the dining 
room table’; migration of farm 
workers to industrial areas; and a 
ban on shipping normal amounts of 
fresh vegetables and fruits over 
long distances. 

Reviewing steps being taken to 
cope with the U. S. “fight against 
hunger,” the report reflects opinion 
expressed in official quarters that 
“food consumption in America will 
revert largely to a basis of biologi- 
cal needs as opposed to satisfaction 
of appetite.” All authorities inter- 
viewed agreed that under broad ra- 
tioning the need for organized and 
expertly directed effort, backed by 
an intensive education program, is 
greater than ever now. 


Theme Use Increased 


To determine the extent to which 
food advertising has shifted to a nu- 
tritional theme, more than 1,100 
food advertisements in eight maga- 
zines were checked for the months 
of February, May, August and No- 
vember of 1940 and ’42. The sur- 
vey showed 17.3% of the advertise- 
ments featured nutrition in 1940, 
with the percentage jumping to 36.6 
last year, an increase of over 100%. 
A similar increase in the emphasis 
on nutrition was reported on net- 
work radio programs. 

A higher standard of feeding for 


war workers was one of the major 


oo 


Even the “ads” come in for their share 
ef praise when the Technical Book 
“Editor of The New York Herald-Tribune 


views 


Plastics Catalog for 1943! 


Unusual? Sure!—but no surprise to 
our advertisers. They're used to being 
in the “spotlight’— their ads in the 
annual Catalog, as in Modern Plastics 
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objectives of the 1942 program py, 
while organizational progress ha. 
been made, “inquiry fails to }, 
out evidence of concrete results a: 
yet on a national scale,” the repon 
continues. “There is also a notabje 
lack of broad statistical evide) 
to the assumed deficiencies a 
workers in war plants, although o} 
servation of feeding method 
many factories. points str gly 
toward undernourishment.” 

Interesting results were turneg 
up in a survey of the nutritiona) 
knowledge of housewives and re. 
tailers. The findings are not neces. 
sarily true of any other city or even 
of the entire Chicago area, but the 
agency found that among 167 house. 
wives and 63 retailers sampled, the 
women were better informed than 
the retailers about foods needed for 
an adequate diet. 

In response to questions about the 
kinds of foods to serve to build en. 
ergy, build and repair body tissue, 
and build strong bones and teeth, 
housewives answered correctly in 
25%, 31% and 82% of the cases: 
compared with only 10%, 44% and 
52% of the retailers. 

The study was prepared by Frank 
G. Eastman, who specializes in food 
and nutrition with the agency’s re- 
search department. 


Inventory Control 
Administration in 
Shift to New York 


Washington, D. C., Feb. 10.— 
Administration of the inventory 
limitation order, L-219, will soon 
be centered in New York instead of 
Washington, the consumer goods 
bureau of the War Production 
Board revealed here this week. 

Within the next few weeks, Lewis 
S. Greenleaf Jr., director of the 
bureau, said, the administrative 
offices of the agency will be trans- 
ferred to the Columbian Carbon 
Company building, 42nd St. and 
Madison Ave. 

John A. Hurley, director of the 
division, and Eaton Reed, chief of 
the consumer goods branch, will be 
located in New York. Nathaniel G. 
Symonds, who heads the industrial 
and hardware supplies branch, will 
remain in Washington, as will his 
section. 

Mr. Greenleaf said that the shift 
was dictated by lack of space for 
agencies in Washington, and by the 
saving of time, travel and cor- 
respondence by moving nearer the 
merchandising centers around New 
York, where trade association ex- 
ecutives and business men generally 
will have questions or problems to 
discuss. 

L-219 seeks to establish equitable 
distribution of retail stocks and to 
prevent over-accumulation of in- 
ventories by large operators, which 
would injure the small store owner. 
Full administration and control of 
L-219 is now centered in the hands 
of the bureau, ending some confu- 
sion as to whether it would be ad- 
ministered by the bureau, by the 
Office of Civilian Supply or joint)» 


Issues Rate Guide 


The 1943 “Advertisers Rate and 
Data Guide,” listing rates, circula- 
tions, closing and issuance dates 
selected newspapers, magazin: 
business papers, farm papers, et 
has been published by E. H. Brov 
Advertising Agency, Chicago, and 
available to advertisers witho 
charge. Classified advertising rat: 
on leading newspapers, as well 
some information on shoppin 
newspapers, transit advertising ar 
radio, is included. 


NATIONAL COVERA’® 
AMERICA’S SEVENTH INDUST!’ 


Write for Sample Copy = Chicago, |’: 
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"GOD IN A BOAT” 


(AND THE SEAGULL CAME) 


(#2 


DR. FRANK B. ROBINSON 


The heart of every true American thrilled with joy when we heard of the seemingly miraculous rescue of 
our beloved air-ace, and his companions, from what seemed like inevitable death in an angry Pacific. 

The heart of the Founder of Psychiana who, for many years, has been trying to show the world that God 
isa Living Reality, was made glad by that rescue. He knew that if our famed air-ace really had a definite 
faith in the Power of the Spirit of God—the entire Pacific would have been turned into land had that been 
necessary, in order to justify that simple faith. 

You will note that this American hero did not manifest faith in any theological teaching or ecclesiastical 
creed. His faith was in Almighty God. Creeds, rituals, rites are all good—hut they are not God—they 
merely teach individual concepts of God. 

This simple faith in the actual living Power of the Spirit of God is the one and only aim of the “Psychi- 
ana” Corporation. Before this awful world calamity is ended, men and women will have learned the price- 
less secret of recognizing here and now, all the Power of the Infinite God. If America knew that Power to- 
day, it could bring Hitler, Mussolini and the Japanese dictator to their knees in 30 days. 


WHEN MEN AND WOMEN PIN THEIR FAITH IN ALMIGHTY GOD—NO MATTER WHAT THE DANGER— 


THE SEAGULL WILL ALWAYS APPEAR 
(BELIEVE ME IT WILL) 


“PSYCHIANA”, Inc., Moscow, Idaho 
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OPA Planner Tells 
Philosophy Behind 


‘Consumer’ Ideas 


Harriet Elliott Aide 
Explains 'Why, How’ | 
of Wartime Reforms 


New York, Feb. 10.—Marketers 
who want to know why organized 
consumers campaign for utility 
models, simplification, standardiza- 
tion, grade labeling, and more ra- 
tioning will find a straightforward 
exposition of the “consumer” view- 
point in “The Consumer Goes to 
War” by Caroline F. Ware, pub- 
lished recently by Funk & Wagnalls 
Company. 

Miss Ware, wife of economist 
Gardiner C. Means, served as head 
of the program planning unit of the 
ill-fated consumer division of the 
Office of Price Administration under 
Harriet Elliott. 

Although critical of “waste” in 
distribution and believing firmly 
that many of the temporary war- 
time controls will remain as perma- 
nent reforms after the war, Miss 
Ware does not share with some of 
her more emotional colleagues the 
belief that the fortunes of the con- 
sumer and the future of democracy 
are identical with the substitution 
of cooperatives for independent re- | 
tailers, chain stores, and super mar- | 
kets. 

Outlines Government Moves 

Obviously familiar with the phi-| 
losophy behind many of the unor- 
thodox moves of OPA and the WPB 
Office of Civilian Supply, Miss Ware | 
gives a “middle of the road” pro- 
gram for consumers and govern- 
ment. 

Early chapters are devoted to the 
“why” and “how” of price control, 
rationing, and the fight against in-| 
flation. Under the latter heading | 
she shows interest both in the | 
“spendings tax” proposals of Ran- 
dolph Paul and the postwar credit | 
sales plans advocated by OPA econ- | 
omist Rolf Nugent and others. 

Admitting that the success of 
price control rests largely on the 
cooperation of manufacturers, sell- 
ers and consumers, Miss Ware dra- 
matizes “the quality loophole” as 
the greatest problem of price con- 
trol, but recognizes that the devel- 
opment of standards for most con- 
sumer goods “is a long, technical 
process.” 

“The most difficult kind of price | 
increase to deal with is the hidden 
increase which does not show on the 
surface—where no mark-up appears 
on the price tag,” she writes. 


Cites “Hidden” Changes 


“Perhaps the size of the package 
is a little smaller; perhaps the qual- | 
ity is a little lower. Perhaps the | 
size of the package looks the same) 
but there is less inside. . . These | 
hidden price changes are just as 
truly inflationary as are increased 
prices for the same quality or quan- 
tity. Eternal vigilance by consum- 
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ers is the only check on these hid- 
den increases.” 

Miss Ware states flatly that waste- 
ful selling methods have been a bur- 
den to consuming, and offers to 
consumers a set of tenets for “wise 
buying in wartime.” Here are a) 
few: 

1. Buy for use. Don’t buy frills. 
“Macaroni and rice are just as good 
in bulk as in a box which takes 
cardboard that could be used to 
pack ammunition.” 

2. Buy for wear. 

3. Read labels and know what 
they mean. 

4. Don’t buy things you don’t 
need, or something you are going 
to return. 

5. Buy what is more plentiful 
and avoid what is most scarce. 

6. Don’t hoard. 

7. Buy in a group when it is 
more efficient to do so. 

8. Plan your buying. 

“But to be a wise buyer in war- 
time, or at any other time, is easier 


said than done,” Miss Ware warns. 


| 
expensive, skilful, and _ persistent | 


advertising to make them feel afraid 
that they won’t get their man or 
their job, or be keeping up with the 
Joneses, unless they buy a particu- 
lar brand. 

“The smiles of their favorite 
movie stars or a boy in uniform 
coax them to buy a certain cigaret; 
the aura of science hovers over an 
article vaguely described as ‘better’ 
according to ‘actual tests.’ The mul- 
titude of sizes and shapes of pack- 
ages make it hard for consumers to 
compare prices of similar articles. .. 

“These and other methods of sell- 
ing are luxuries—luxuries of a rich 
country in peace, where wasteful 
and ignorant buying was only a 
burden to the individual, not a men- 
ace to national strength. They have 
no place in an economy whose decks 
are stripped for action in total war.” 


Urges “Impartial” Data 


A partial solution offered by Miss 
Ware is more thorough community 
organization, some of it under war- 


“Though wartime consumers should |time Civilian Defense councils, to 


have their wits about them and 


gain more information on quality, 


approach their job of buying ration- | standards, and maintenance through 
ally, they are still assailed with|“impartial” information and infor- 


mative advertising and labeling. 

Other reforms the writer advo- 
cates are simplification of packaging 
and concentration of distribution of 
bread and milk, programs that are 
receiving a “green light” in Wash- 
ington at the present time. 

Miss Ware goes all out for “util- 
ity” or “victory” models, not only 
to conserve manpower, make price 
control work, and help in rationing, 
but as a foundation for a postwar 
“mass consumption” economy. 

And as an important part of war- 
time activities, Miss Ware suggests 
that consumers have a major re- 
sponsibility to encourage all-out 
civilian, as well as all-out military, 
production. She also urges them to 
organize more effectively to foster 
government policies of interest to 
the buyer rather than the seller. 

Looking ahead, Miss Ware advo- 
cates adapting to peace many eco- 
nomic policies found “sound for 
war” to work toward full and effi- 
cient production and distribution. 
They include: 

(1) Controls over buying power 
to expand consumer purchasing 
power when the war is over as well 
as to cut down that purchasing 


— 


power during the war; (2) “a ie 


production policies; (3) methods ot 
distribution which cut oy th 
“wastes of inefficiency, unne: ies 
services, overlapping deliveri, pal 
excessive costs of handling”: (4 
rationalization and standarc ation 
by industry; (5) efficient | yin 
and selling methods based on mien 


mation to consumers; (6) efiicien; 
and economic governmental } -alth 
and welfare programs. 

The supplement spotlights 


of the more active wartime = 
sumer programs. 
Nack to Doehler 

Arthur E. Nack, for the past sey. 
eral years advertising manager of 
Rowe Mfg. Company, has been 


appointed advertising manager of 
Doehler Metal Furniture Company 
New York. 


Anderson Advanced 


Vernon C. Anderson, on the ad- 
vertising staff of Prairie Farmer. 
Chicago, for many years, has been 
named assistant advertising man. 
ager of the paper. 


So Mrs. Mullane 


TOOK THE CONSEQUENCES... 


3 IT WAS RALPH EDWARDS’ TURN to take the consequences. Special office space 
* was rented— 200 clerks, working on 24-hour swing shift, were hired to handle 
the mail which averaged 30,000 letters daily, and bore post-marks from every 


State in the Union and from Canada. And they're still coming! 


OU’VE undoubtedly heard the story of 
Mrs. Dennis Mullane, the Staten Island 
lady who muffed a question on Ralph 


Edwards’ ‘‘Truth 


or Consequences”’ show 


on NBC the other Saturday night and 


HERE IS 17-YEAR OLD HAROLD MULLANE, brought from camp 
« Le Jeun, North Carolina, on the air with his mother and Ralph 
Edwards the following Saturday with some of the 300,000 


pennies the young Marine received. 
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Blue's Censorship 
Follows Industry 
Policy. Woods Says 


New York, Feb. 9.—Mark Woods, 
president of the Blue Network, 
today ascribed more rigid censor-_ 
ship of the network’s news com-| 
mentators to policies generally 


adopted by the industry prohibiting | 
scussion of controversial issues 


the @! 

on ommercially - sponsored pro- 
grams. 

Last Sunday night, network offi- | 
cials personally edited scripts sub-| 
mitted by Drew Pearson and Walter | 
Winchell, both of whom are heard | 
over sponsored broadcasts. 


“Ample time is offered free of 
charge to recognized groups and 
individuals for the discussion of 
subjects concerning which people | 
hold divergent views,” 
Woods. “At the same time the Blue | 
Network demands that all broad-| 
casts must be in good taste.” 
Mr. 
the network’s news 
always kept these 


standards in| 


ee 


mind, several commentators recently 
have departed from prepared scripts 
to discuss controversial issues in a 
biased and inflammatory manner. 
A memorandum has been resub- 
mitted to news editors stressing 
these policies and insisting that all 


;news broadcasts “‘conform to these 


regulations.” 

Mr. Woods’ statement was made 
following publication by PM of a 
front-page banner story alleging 
that he and Philips Carlin, vice- 
president in charge of programs of 


|the Blue Network, had personally 


censored from Sunday night broad- 


| against 


casts of Drew Pearson and Walter | 


Winchell any reference to senators 
and congressmen in connection with 
the trial of 33 alleged seditious con- 
spirators in Washington, D. C. 


FEUD RENEWED 


broadcasts, the Broadway reporter 
has been frank and caustic in his 
opinion of Congressional actions. 
Last week Rep. Clare Hoffman in- 
troduced a resolution calling upon 
the Navy to determine whether Lt. 
Comm, Winchell’s commentary was 
that befitting a Navy officer, and 
whether Winchell was not subject to 
court martial for disrespect to Con- 
gress. Rep. Hoffman cited a portion 
of the United States Code, which 
reads: ‘“‘Any officer who uses con- 
temptuous or disrespectful words 
the Congress of the 
shall be dismissed 
service or suffer such 


United States 
from the 


|}other punishment as a court martial 
|may direct.” 


The feud between Winchell and 


‘Rep. Hoffman is bitter and of long 


| standing. 


Washington, D. C., Feb. 10.—The | 


case of Walter Winchell vs. the Con- 


to be a spectacular one this week. 


The commentator has 
never hesitated to point out defi- 
ciencies in Congress; the Michigan 


Republican has never hesitated to) 
said Mr.| gress of the United States continued | point out flaws in Winchell. 


Both last week and this week, 


Mr. Winchell, now a lieutenant-|Rep. Hoffman digressed from his 


casts. 


Andrew Jergens Company, 


on Sunday evenings over the Blue 
Network, has been cited by the Fed- 
eral Trade Commission. 

The resolution was referred to the 
House naval affairs committee, 
which referred specific questions in 
the resolution to Frank Knox, Sec- 
retary of the Navy. It returned to 
the House this week, was read on 
the floor, and was tabled. 


300 Weeklies Fold 


More than 300 weekly newspapers 

suspended during the past year, pri- 
marily because of manpower short- 
|}ages, according to a survey being 
made by the National Council on 
| Professional Education for Journal- 
ism, under the direction of Dean 
/Kenneth E. Olson of Northwestern 
University. 


‘Farm Journal’ Boosts 2 
James V. Bailey has been elected 

| vice-president in charge of circu- 

lation of Farm Journal and Farmer’s 


Daytime Serials 
Fill Public Need, 
Committee Holds 


New York, Feb. 10.—Daytime 
| radio serials fill a large public want, 
and their shortcomings are greatly 
overshadowed by their virtues, ac- 
cording to an advisory committee 
of three well-known physicians 
recently appointed by National 
Broadcasting Company to study the 
j}morale qualities of network broad- 
| casting. 

The committee, headed by Dr. 
| Morris Fishbein, editor of the Jour- 
nal of the American Medical Asso- 
ciation, reported that the. “soap 
operas” stress problems faced in 
ordinary American life and provide 
ethical solutions generally accepted 
in present society. 

“Whereas plays, books, music, 


motion pictures, and even vaude- 


Wife, Philadelphia, and Grover Fox | Ville receive the benefits of routine 


|commander in the Navy, has been |discussion of Winchell’s attacks on|has been elected vice-president. in 
Woods added that although | permitted to continue his newspa-| Congress long enough to report that| charge of production. 
editors have| per column and his weekly broad-|the 


Both men 
|have been with the publication for 


In that column and in those| which sponsors Winchell’s newscast | 30 years. 


I 


*-WE ARE GOING TO ASK every person listening to put a penny in an enve- 
* lope and mail it to you. You are to take the pennies to the bank and buy 


War Bonds for your son, Harold, enlisted in the Marines...” This was the 
consequence Ralph Edwards, Master of Ceremonies on Procter & Gamble’s 
“Truth or Consequences” show, imposed on Mrs. Dennis Mullane. 


promptly became the focal point for an 
avalanche of pennies from every State in 


the Union. If not, a quick 


the surrounding photo captions will bring 


you up to date. 


Everybody, you'll admit, 
nice to Mrs. Mullane. 


But what does it all mean to advertisers 


—especially those who are 


one best way to do the great variety of sell- 
ing and public relations jobs necessary in 


days like these ? 


It means just two things: 


1. Radio 


2. NBC, The Network Most People Listen To Most! 


Lene 
\40.000 Lettersf |), 
‘Swell Woman's ¥ canny Mail 
left-to-right on Radio Bonanza pao ne To 
4 breed Ix 79,000 as Gifts, 8) 0 00 
: | From Ic to $1, Continue me a 
(| After Quis Progs Se frome L2e Popes | 


has been very 


looking for the 


‘Pennies Rain From Heav 
After Woman 


Mrs. Dennis Mullane, mY 
rogram Saturday. 
martes, half-dollars and 
hall in her home at 52 We 
» pound 
vou aa it does 
Tiand Postmaster Bern 
Sheeran, who dehvered 


Latest Count! 


For one 20-second announcement on 
‘Truth or Consequences’ on NBC 
112 sacks of mail 
204.000 letters 
300.157 (27% bags) pennies 
200 clerks hired 
Mail from every State and Canada 


EARLY THE FOLLOWING MONDAY MORNING Mrs. Mullane answered 
* the postman’s ring. He deposited 10,000 letters in Mrs. Mullane’s 


living room, That batch was just 


the beginning of the deluge. 


Tuesday, trucks drove up with 30,000 more letters. Then Mrs. 


Mullane called, “Help!” 


o Marines, ftunked 


As at ‘aut ae) 
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This is the NATIONAL BRORDEDS TING COMPANY 
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criticism, radio programs have sel- 
dom had critical evaluation from the 
point of view of their literary or 
dramatic quality, psychologic or 
sociologic values, originality, or 
other factors,” declared the commit- 
tee. 


| While the audience for daytime 


serials embraces every class of indi- 
viduals, the housewife, primarily, is 


the most avid listener. Daily ap- 
pearance, continuity year after year, 
feminine audience, and its usual 
basis in family life distinguish this 
type of program from other per- 
| formances, 

Since listeners may tend to iden- 
tify characters with themselves, and 
in an “unwholesome degree” asso- 
ciate fictional incidents with their 
own lives, the report directed a note 
of caution at writers of these scripts. 
“Creators must always keep in mind 
the great psychological power of 
suggestions, particularly to avoid all 
abnormal behaviorism.” 

The committee recommended that 
'the broadcasting industry establish 
a “competent scientific study” which 
would function long enough to de- 
termine the social values of various 

|types of radio presentation. 

Other participants in the research 
|included Dr. Winfred Overholser, 
|professor of psychiatry at George 
Washington University, and Dr. 
Henry R. Viets, Boston neurologist 
jand lecturer on neurology at the 
| Harvard Medical School. 


Maxon Is Agency for 
Feigenspan and Dobler 


Maxon, Inc., has been appointed 
to handle the advertising of Feigen- 
|span Brewing Company, Newark, 
|and its Albany subsidiary, Dobler 
| Brewing Company. 

In the ADVERTISING AGE report of 
this appointment, which appeared in 
| the Feb. 8 issue, the subsidiary was 
|incorrectly referred to as Doelger 
Brewing Company. Peter Doelger 
| Brewing Corporation, New York, 
has no connection with the Fiegen- 
| span company. 


Wanted! 


COPYWRITER 
RESEARCHER 


THESE two posts and others 
open in our rapidly expanding 
public relations and advertis- 
ing agency. Some experience 
necessary. Copywriter 


on ideas and variety of abili- 


long 


ties. Research man and stat- 
istician long on interpretation 


Our 


strong financially. 


and visualization of data. 
Company 
Rendering wider service. Per- 
manence and a real future if 
match 


Will hold let- 


ters in confidence. 


your production can 


your ambition. 


A. E. NELSON COMPANY 


300 MONTGOMERY, SAN FRANCISCO 
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ABC Announces List 
of New Members 


American Safety Razor Company, 


national advertiser members of the 
Audit Bureau of Circulations. The 


added to the ABC list of daily news- 
papers, and the following weeklies 
have also become members: 

Graphic, Campbellton, N. B.; 
Statesman, Dexter, Mo.; Gazette, 
Leitchfield, Ky.; Ledger and Times, 
Murray, Ky.; Ramapo Valley Inde- 
pendent, Suffern, N. Y.; Reporter, 
Walton, N. Y.; Ogemaw County 
Herald, West Branch, Mich. 


Story to Further 


housewives, 


THE 5000 WATT 
Voice of the Tri-Cities 
ROCK ISLAND - DAVENPORT - MOLINE 


Growing Industrial Center. 


Factory employment 111.3% 
ahead of 1930. 


WHBF 


Affiliate: Rock Island ARGUS 
Basic Mutual Network 
1270 KC FULL TIME 


frankfurters. 


position. 


oe 2 
Visking Extends 
.. 6 s 
Brook and Bome's, omens: Helping Hand to 
a 
a Ae, 5. C. ot Se Housewives, U. S. 
Subordinates Own 


National Objective 


Chicago, Feb. 11.—Extending a 
helping hand both to the United 
States government and harassed 
Visking Corporation 
will shortly launch a magazine cam- 
paign designed to show how ade- 
quate nutrition may be achieved in 
spite of food rationing, as well as 
to portray the war role of Skinless 
The _ public 
feature, containing such exhorta- 
tions as “Don’t waste food,” “Save 
vegetable juices,” “Use left-over 
meats,” and “Don’t waste bread 
crumbs,” will be given preferred 


William R. Hemrich, advertising 
manager of the Chicago manufac- 
turer of cellulose sausage casings, 
believes the campaign of two-color 
pages is the first to be based on 
wartime explorations of the Depart- 


ment of Agriculture. Chief of its 
discoveries was that ignorance, 
rather than lack of money, is the 
arch foe of healthy bodies. The de- 
partment reached this conclusion 
when it learned that many soldiers 
were ignoring the vegetables served 
in abundance at camps because they 
had not learned their value in civil 
life. The department authorities 
assume, therefore, that housewives 
by the hundreds of thousands re- 
quire education on this score. That 
waste is a fixed habit of many of 
the same housewives is also appar- 
ent. 


“Fight Waste” Urged 


The new Visking campaign will 
attempt to bridge the gap between 
this lack of knowledge and barely 
adequate food supplies by urging 
women everywhere to “Join the 
home-front of housewives pledged 
against waste,” and by sprinkling 
its copy generously with recipes 
which show how even left-overs 
may be converted into appetizing 
and nutritious dishes. 

This fundamental story leads 
naturally into Visking’s own spe- 
cialty, giving it the opportunity to 
emphasize that “Skinless frankfur- 
ters are truly a nutritious ‘no waste’ 
food,” having no skins to peel and 
retaining their flavor while meeting 
the universal demand for economy 
of time, fuel and money. 

The campaign will be vigorously 


I'VE GOT 
STENOGRAPHER'S SPREAD 


i e e e and the girdle you featured in your fashion tip last 
night should help me a lot, said one of 49 women who called 
Toni Drake, our women's fashion editor, the day after she 

wrote a story on a new kind of girdle. 
that, with more money to spend than ever before, 


PITTSBURGH WOMEN READ THE 


Here's more proof 


Sun-lelegraph 


REPRESENTED NATIONALLY BY THE RODNEY E. BOONE ORGANIZATION 


SERVICE THEME 


Make Dela roms 
Leftover Bread Dishes! come we wat « wevne 9 was 


Visking Corp.'s new series warns against 
food waste, and points to the wartime 
role of Skinless frankfurters. 


merchandised to the 2,000 sausage 
manufacturers who represent Vis- 
king’s chief contact with retailers. 
Not only salesmen, but many com- 
pany executives, will participate in 
the whirlwind effort to win the sup- 
port of packers. 


Uses Posters, Mailings 


Since each sausage manufacturer 
has his own brands, with Visking 
merely providing the package, the 
company has produced a_ poster 
which presents the salient features 
of the campaign and leaves room 
for the manufacturer’s own imprint. 
These posters will be sold to sausage 
manufacturers at cost. A _ direct 
mail campaign will be used to win 
support of 2,000 leading chains and 
independent retailers. 

Magazines on the schedule are 
Family Circle, Ladies’ Home Jour- 
nal, Look, McCall’s, Parents’ Maga- 
zine, The Saturday Evening Post, 
True Story and Woman’s Day. The 
trade will be reached through Chain 
Store Age, Forecast for Home Econ- 
omists, Meat Merchandising, and 
Super Market Merchandising. 

Weiss & Geller, Inc., is the agency. 


i 


Advertising Study 
Completes Personnel 
Complete personnel of the ¢ 


TOg. 
ress committee to handle det “ys 
the administrative work involyeg jy 
the activities of The Advertising 
Study, a project which plans t, 


spend $200,000 on a study of the 
economic and social functions of aq. 
vertising and the dissemination 9; 
the material gathered, has now bee, 
appointed, according to D. H. Kj). 
leffer, executive secretary. 

Makeup of the progress commit. 
tee, some members of which haye 
been previously identified in Anvgp. 
TISING AGE, is as follows: Howarg 
Huston, assistant to the president 
American Cyanamid Company; Kar} 
W. Fischer, land and tax commis. 
sioner, Burlington Lines; Harolgq 
Hall, business manager, New York 
Times; Fred Healy, vice-president, 
Curtis Publishing Company; Arthur 
W. Page, vice-president, American 
Telephone & Telegraph Company: 
G, Edward Pendray, assistant to the 
president, Westinghouse Electric 4% 
Mfg. Company; B. T. Rumple, re- 
search manager, National Broad- 
casting Company; Don Smith, ad- 
vertising and publicity manager, 
Wilson & Co.; and Dr. Alonzo §£. 
Taylor, Genera] Mills. 

Approximately one-third of the 
money needed to carry on the study, 
to be made by the National Indus- 
trial Conference Board, has already 
been raised, it is reported. 


Newsboys Sell 
566,000,000 War Stamps 


Newspaper boys through the na- 
tion sold 566,159,323 10-cent war 
stamps during 1942, according to 
Howard Stodghill, chairman of the 
newspaper advisory committee of 
the Treasury’s war savings staff. 
The goal for 1943 has been set at 
$70,000,000 of such sales, which 
would mean a total of 700,000,000 
stamps. 

Awards, patterned after the 
Army-Navy “E” have been set up 
for newspapers achieving the new 
goal of one stamp per week per sub- 
scriber. Recipients of the award 
may display a Treasury Department 


honor “ear.” 


—But worthy of note is the 
record of The Atlanta Journal's 
circulation rise during the past 
three years.<x« « With a precipitate 
increase in 1940 (immediately 
following the suspension of the 
competitive afternoon paper) Journal 
circulation has continued a steady 
growth to today’s figures of 

175,000 DAILY 

231,000 SUNDAY 
—largest daily circulation in the South. 


Che Atlanta Journal 


“THE JOURNAL 


COVERS DIXIE LIKE THE DEW" 


WSB—50,000 Watts 
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anal The latest word on the postwar 
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Low Costs Held 
Vital to Industry 

American industry must come out 
of this war in a sound and efficient 
condition, with production costs at 
the lowest possible levels, if we are 
to maintain our competitive posi- 
tion in world commerce, Col. Albert 
J. Browning, director of the pur- 
chases division, Services of Supply, 
War Department, told members of 
the Sales Executives Club last week. 

Business men were cautioned that 
high costs in the postwar years may 
find industries “fat and _ bloated 
managements.” Col. Browning cited 
tecenological improvements in the 
past 20 years as having stepped up 
production per man hour to fantas- 
tic levels, and predicted an even 
greater peacetime output. 

“You will return to competition— 
and the keenest competition of any 
decade of industrial development,” 
said Col. Browning. “You will have 
to compete not only in the domestic 
market but in the _ international 
markets.” 

Plans were under way to make 
the United States a bristling, “ir- 
resistible force,” but war came too 
soon. Peacetime plants had to be 
geared for the emergency swiftly. 
New facilities had to be built. Dur- 
ing all this time, contracts were be- 
ing signed for actual manufacture. 

Initial costs were high, and it was 
a “far cry” from the peacetime days 
when a new product was not placed 
on the market without carefully 
checking production costs against 
competition and profit. 

“For instance,’ declared Col. 
Browning, “in the early construc- 
tion of a large bomber, it was esti- 
mated that 110,000 man hours would 
be required to build each ship. 
Actually, when a contract for quan- 
tity production was being placed, it 
was found that 93,000 man hours 
were required. Today that plane is 
being built with only 27,000 man 
hours consumed.” 

When exorbitant profits being 
pocketed under several early con- 
tracts were first brought to public 
attention by the Sixth Supplemental 
National Defense Act, and demands 
made for a legislative ceiling, the 
War Department felt such rigid re- 
strictions were unfair to industry. 

A substitute presented to Con- 
gress suggested that a contractor be 
compelled to furnish adequate data 
as to his actual cost of performance 
and profits, and then be required 
to bargain in good faith. Although 
this line of reasoning was finally in- 
corporated in Section 403 of the 
Sixth Supplemental Appropriation 
Act of 1942, renegotiation was made 
compulsory, with greater stress on 
recapture of prior excess profits. 

This section does not sanction the 
invasion of private industry’s inner 
sanctum, added Col. Browning, and 
request for an examination of con- 
tracts does not imply “moral turpi- 
tude or wrong doing on the part of 
a contractor.” 

Discussing renegotiation, he de- 
clared that much lambasting has 
been due to “misinformation” on 
the subject. Once most business 
men are informed of the aims of the 
renegotiation program, they wel- 
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Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


come the opportunity to readjust 
their contracts. 

“The War Department received a 
total of nearly one billion dollars 
in price reductions and refunds 
from contractors doing work for the 
War Department,” said Col. Brown- 
ing. 

Comparatively few business men 
desire to make excess profits out of 
war production, and _ excessive 
profits from this war will somehow 
be prevented, he asserted; the only 
question is how it shall be done. 


automobile comes from Paul Gar- 
rett, in an address before the Pitts- 
burgh General Motors Club, in 
which he said the first car after the 
war will be the 1942 model which 
will be produced within six months 
after the war’s end. General Motors 
engineers have not done any actual 
drafting of its ultimate postwar 
car, which probably will not be 
ready until about two years after 
the war, he declared. 

cs * * 


United Fruit Company has organ- 
ized the Middle America Informa- 
tion Bureau as a clearing house for 
data about Central America for 
those interested in thorough, accu- 
rate, up-to-date information. The 


bureau from time to time will issue 
factual statements and background 
material and will seek out those who 
want to cooperate in achieving its 
aims to strengthen relationships be- 
tween the American republics. 

ok * a 


The National Tool Company, 
Cleveland, has launched a new 
house organ, “Blueprints of the Fu- 
ture.” <A feature of each issue will 
be an article dealing with the future 
of important lines of business based 
on well-founded ideas. President A. 
J. Brant suggests “The United 
States should attain, by careful 
planning, an economy of abundance, 
using to the full our productive re- 
sources, striving for the security of 
all of our people, justly rewarding 


| 


ownership and labor, and preserving 
the principles of free enterprise and 
democracy.” 


Parton Joins Bruck 


Hugo Parton has joined the 
Franklin Bruck Advertising Cor- 
poration, New York, as copy chief. 
Mr. Parton formerly headed the 
copy staff of Campbell-Ewald Com- 
pany, New York. 
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Walk into almost any FARM home in this 
great area, and you will se PRAIRIE FARMER. 
Go into the home of ANY MAN who works with 
his hands at farming or in industry throughout 
Prairie Farmer Land, and you will hear WLS! 


HAIRIE 


BURRIDGE D. BUTLER , 


Through the printed word and through the 
spoken word, Prairie Farmer and WLS serve this 
vast army of working men on the farms and in 
the cities of Prairie Farmer Land ... serve them 
by providing the type of news, entertainment, 
and educational features they want most. 


Where else can you find so potent a combina- 
tion? ... TWO powerful selling forces with iden- 
tical ideals of service, ready to go into action for 
you in ONE GREAT MARKET! The circulation 
of one complements the circulation of the other. 
Each is a proven POWER. Each has established 
an outstanding record for producing RESULTS! 
Together they give complete penetration! 


Publisher 


(4,199,808 MIDWESTERN FAMILIES WITH A 
BUYING INCOME OF $13,781,432,000.) 


. eI 5 33 RT 
Ss SSS es fs 7x tll 
( ayy $ 
I Ed : 
t ; 
+ ie ee : 
: Mi} CL 
+ 
AT 
a ges P 
a | ° 
1 I N] O 5S ie 
YS D A 
ae 


ABRME 


Since 1841 qn 


to Double Your SALES Power ta Prarie Farmer Land / 


CHICAGO 


ewes € / : ‘ Z ‘ ae * 
me 
_ 
eas 
a ee 
a 
————_—_—_—_—— 7 
. 
a 
| : 
| , (Aas “ge 
a ‘3 = = ; 
7 
es’ z 
’ ¢. @ / Rca 
/ mabe A. \ 1 “GEL Ge a 
, GY : aa Ys 
Y j | Z | 4 Y . Y I ~ gi, 7 
(Oe Hee edlaleta eat — > a — 
or iL la ee ss Ee be. 
Bost <4 GE a oe Be Z td (s Yael gal gi ng Y* Za ; 
Wd 4% YY ; a —... CREPES # DPxipin ? a i 
TONAL 427 c ty ON Le maar 
PY 7 bm» Me =, MTU ld @» We ----. —, 
L- commie “ ij Oe £4744 b be a % al - 
oe a ea Py es Z? 7 Z i; 1 + Pe | & rn .. a 
eee ) 1h Ja — . 3 
Re \ ig ae Y '@ iD to ——a Nig 3 
j wes 44° 1 ? A) Nyy ys: px 7 
, BREE NER A> 2 ae s a 
Y EF NG Sor Yur Jw" g a 
rte f se Mldddlldd 7 <i Liye, = : 
‘ Heer Ud me Wy pais : ; 
Ah = ' ~~ fe : 
oar we Ypy cones y Gf eg j g¢ a tg 
ie ei 
! \l : 
| q ane: 
| ‘3 | 
| = 
e ; | 
| ae % anny # we 
ail 4 Ty | = . 
Ss \ . tiie ee = | 
Bet tow a a ee: ree 
eS —— = 
e * i= - 
‘Se 5 : yond am . 2 
“kan ante . deed - a 
¢ he x *e Se 
» Dp ee ka e : si aii 
Chechen ‘ P Ss y ee 
— eZ ty | é . a a | 
ssoiesietisetiateneeenenga + ie —s j ee 
ester atee pre ny ‘ Ri = 
a ict oes 
i eng wee: We 5 ae i P es . ie . on oe tee ; ee : > = - a 4 2 = Cs 3 sd r “ ‘ : . * oar as Mid : ~ - 


28 


ADVERTISING AGE 


nin 1S, 1 1943 


Enoch to Ethyl 
E. J. Enoch Jr., 


formerly adver- 


tising and sales manager for Gilbert 


& Barker Mfg. Company, 


Spring- 


field, Mass., has joined the advertis- 


ing ‘department of Ethyl Corpora- 


tion, New York. 


'M odern Plastics’ 
Talkie Is Given 


S ae. ae, ae ae ae ae ees 
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* The original interpreter 
* — of Washington moves 
* and measures . . . 
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Premiere Showing | 


Chicago, Feb. 9.—An _ overflow 
audience of almost 700 plastics 
manufacturers, molders and users 
witnessed the premiere of “This 
Plastic Age,” color talkie produced 
by Modern Plastics, at the Mer- 
chants and Manufacturers Club here 
Friday. The movie, almost two 
years in preparation, is the third 
or fourth educational film to be 
produced by Modern Plastics to 
bring the story of plastics, their 
production and uses, to business and 
the public alike. 

The movie produced by Bres- 
kin Publishing Corporation for its 
plastics publication two years ago 
was shown to more than a million 
individuals, bringing most of them 


their first real picture of the plas- 


tics industry. 
ings already arranged, however, the | 


movie which was unveiled last week 
will be shown to more than ten) 


On the basis of book- | Publication Restrictions 


Apply to Overseas Only 


Recent restrictions affecting book 


| million people during the next two | and periodical mail to members of 


western | 
told 


|years, James J. Conners, 
| manager of Modern Plastics, 
the crowd. 

The Office of War Information has 
already asked for 23,000 showings 
to training classes and groups in 
industry and elsewhere, and many 
important industrial concerns, in- 
cluding United States Steel Corpo- 
ration, have requested prints which 
they can use for showing to their 
own personnel. 

The movie is purely inspirational 
and educational in its tone, and is 
designed to perform an over-all 
educational job for the entire plas- 
tics industry and all its branches. 
It runs approximately 35 minutes, 
and is available for booking to in- 
dustrial, civic, educational or other 
groups through the office of Modern 
Plastics, 122 E. 42nd St., New York. 


\the armed forces apply exclusively 
to overseas mail, and do not affect 
mail to soldiers or sailors in domes- 
tic service. 


The Navy is not accepting for 


transmittal overseas any periodicals, 


books or magazines unless they are 


singly addressed, and addressed to | 
The Army | 


bona fide subscribers. 
requires, in addition, that the mate- 
rial be requested by the soldier, and 
that some superior officer certify the 
soldier’s need for the articles being 
sent him. 


Army Moves In 


To clear space for the War De- 
partment, Boot and Shoe Recorder 
has moved its Boston office from the 
United Shoe Machinery building to 
the Rice building, 10 High St. 


THE NEWS AND 


CURRENT THINKING 


OF THE MEN’S APPAREL INDUSTRY 


pare 


THE MAGAZINE FOR MEN’S STORES 


First-line men’s apparel retailers in America, both 


large and small, are ready and eager for Esquire’s 


pace-setting NOW-MONTHLY Apparel Arts. Virtually 


every page will help them face current wartime prob- 


lems with practical industry articles, illustrations 


and news. 


These Apparel Arts readers are among the nation’s 


most progressive men’s 


apparel retailers, who will 


regularly read and respond to your advertising 


messages in Apparel Arts. 


366 MADISON AVENUE 


NEW ADVERTISING RATES NOW AVAILABLE 


Apparel Arts sus 


NEW YORK CITY 


All Layout Frills 
Banned in Newes' 


Wohl Shoe Series 


Radical Change Made 
in Copy Technique 


(Picture on Page 39) 


St. Louis, Feb. 10.—Rationin 
no rationing, Wohl Shoe Company 
will continue its advertising ip 
newspapers and Magazines, it, 
following a policy developed py 
John B. Johans, advertising and 
publicity director, long before ra- 
tioning became a fact, some unusual 
changes in advertising technique 
will be adopted. 

“Many people have been kind 
enough to say that the extensive 
national advertising of Paris 
Fashion, Connie, Natural Poise and 
Jacqueline shoes has set the pace 
for originality and new ideas, flair 
and sophistication,” Mr. Johans says, 
“But now, although advertising is 
just as necessary as ever, we believe 
that some of the frills should be 
eliminated, and also that dramatiza- 
tion and glorification of a product 
are unnecessary. 

“So, in the preparation of layouts 
for an extensive magazine schedule 
this spring, all forms of layout de- 
vices have been eliminated. Until 
such time as Wohl Shoe Company 
changes its thinking as to what 
advertising should be like under 
— conditions, this policy of 
| straightforward simplicity will pre- 
| vail. national advertise- 
'ments on all four lines of Wohl 
| shoes contain a caption, as few shoes 
as possible and plenty of white 
space, with emphasis on _ trade 
names and a small amount of copy. 
There will be no illustrations or pho- 
| tographs of women, no sign of wash, 
|Ben Day backgrounds or shadow 
effects. The theme, ‘Names you 
know—shoes you love,’ which was 
created in our own advertising de- 
| partment, will be used in all adver- 
tisements.” 


Designed to Keep Name Alive 


In adopting this radical new style 
of advertising, Wohl obviously is 
not trying to sell merchandise, pro- 
| mote any specific types of shoes, or 
set any fashion trends. Limitations 
lof styles and color, to say nothing 
of rationing, make such advertising 
| useless, the company feels. 

“As I see it,” says Mr. Johans, 
“the chief purpose of advertising 
today is to retain the demand 
already created for a trade name by 
previous years of advertising. It i 
most essential that trade names be 
kept alive, so that in the postwar 
years new adjustments and new 
products will not black out the 
names that have served as guide 
posts to quality and value for many 
years. Certainly now is no time fo 
the curtailment of advertising.” 


Spring 


Golden to Agency 

Alex P. Golden, who former) 
handled publicity for Ross Roy, Inc 
has joined Campbell-Ewald Com 
pany, Detroit, to work on the Chev 
rolet account. 


Rejoins ‘Our Army’ 

George A. Harter, former pub 
lisher and editor of Our Army, Nev 
York, has rejoined the publicatio: 
as general manager in charge 0 
sales and promotion. 


Indiana Markets 


No 2 


IN BANK FACILITIES 


Big banks imply big business. 
The volume of wholesale and 
retail business is reflected in the 
banking situation. A large and 
active manufacturing center, 
Fort Wayne is naturally a large 
banking center—second largest 
in Indiana. 


FORT WAYNE 
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Radio Maker Finds 
Unique Copy Slants 
Get War Workers 


Newark, Feb. 10.—A unique emo- 
tional twist to classified “help 
wanted” copy has helped National 
Union Radio Corporation ease its 
problem of finding new workers 
against tough competition in this 
critical manpower area. 

The classifieds run in two-column 
space with 12 point heads, and have 
outpulled previous display copy by 
g-to-l, according to Ed DeNike, 
public relations director of the com- 

ny. 

“How to command attention under 
extremely competitive conditions, 
and then to sell the idea of working 
for our company versus other simi- 
jar organizations requesting help in 
adjoining columns, presented a lead- 
ing question,” said Mr. DeNike. 


“For Women Only” 


to get in the fight on a war produc- 
tion line.” 

Under the title, “Confidential Cor- 
respondence,”’ National Union con- 
tinues to press its drive for new 
workers by deftly applying the old 
personals angle: 

“Sally My Dearest: 

It’s chilly tonight in this cave. 
Our patrol ploughed through knee 
deep mud all day and drying out 
isn’t too easy. It’s worth every bit 
of the discomfort, though, Sal, for 
I know we’re making safe that big 
cheery fireplace where we used to 
sit and dream on bitter cold nights. 
We nearly got ours today when a 
patrol of Jerries laid for us. If it 
hadn’t been for Charlie’s walkie 
talkie our right flank patrol could 
never have tipped us off in time. 
My dear, I think of it as actually 
being you who saved us. After all, 


you are making the tubes for the 
radio that Charlie carried. 


night, sweet, and thank all the other| Emmett S. Jaques, formerly as- 


Good | Master Lock Names Jaques | Theurer Promoted 


Louis F. Theurer, formerly indus- 


girls at National Union who are | sistant advertising manager of Blatz | trial sales manager of the Milwau- 


backing us up. Love, Bill.” |Brewing Company, Milwaukee, has 

Western Advertising Agency, Chi- been appointed advertising manager 
cago, handles the account. of Master Lock Company, Milwau- 
, kee padlock manufacturer. 


Appoints J. J. Gibbons ‘4 — . 
Charles of the Ritz of Canada, | Fleet Owner’ Trims Size 
Ltd., Montreal cosmetic maker, has; In line with the WPB paper 
named J. J. Gibbons, Ltd., as | reduction order, Fleet Owner will 
agency. Class magazines will be| reduce its over-all size to 8% by 
used. | 11% inches, effective with the April 


———— issue. 
CBC Appoints Dunlop . 

W. John Dunlop, who joined the Forms Cockshutt Aircratt 
station relations division of Cana- C. Gordon Cockshutt, president 
dian Broadcasting Corporation in| of Cockshutt Plow Company, Brant- 
1939, has been named commercial| ford, Ont., is president of newly- 
representative for the company’s|formed Cockshutt Molded Aircraft, 
commercial department. Ltd., Brantford. 


kee paint division, has been named 
| West Coast divisional director of 
|Pittsburgh Plate Glass Company, 
|succeeding Floyd S. Green, who is 
retiring. The appointment is effec- 
tive March 1. Mr. Theurer will be 
succeeded at Milwaukee by R. I. 
Ogle, industrial sales representative 
in the Chicago territory. 


Black Rejoins Cellophane 


After six months’ leave of absence 
while he conducted organizational 
work for the aircraft industry, 
Spaulding Black has returned to the 
Cellophane division of Canadian 
Industries, Ltd., Montreal, as mar- 
ket development and advertising 


manager. 


Using narrative technique, one | ; 


typical insertion has been headed 


“War Story—For Women Only,” | § . 


and compels attention by graphi- 
cally relating the following tale: 
“A young flyer streaks over the 
North African front, one of a fighter 
formation. Plunging from above 
comes a Nazi attacker. Curt, sharp 
warnings come through his ear 
phones. He wheels his ship in an 
instant, ready to challenge the foe. 
The warning would never have 
come to him, certain death was his, 
without the service of radio tubes.” 
The company itself wheels to the 
attack with “Women and girls 18 to 
40 years old are making these tubes, 


but we need more! Quickly! We 


need you! You can make radio tubes | 


if you will.” 
Uses Glamor Appeal 


Another advertisement 
headed, “Be a Wartime Glamor Girl 
—Your Chance to Star in Radio!” 
“A wartime glamor girl is the lass 
who can say to a lad in uniform: 
‘Tm with you, fellow! I’m in the 
army of women war workers who 


are making the things you need to} 


win!’ The boys are mighty proud 
of you girls who have the courage 


000 warrs/ 
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CONSOLIDATED 
AT UNCOATED PAPER PRICES 


America has never hesitated to shatter traditions to accomplish 
her aims. In fact, for years American Industry has led the World in 
developing revolutionary methods and machinery to do a better job or 
make a better product for less. In step with this march of progress, 
Consolidated Water Power and Paper Company ... back in 1935 
. . first produced enamel coated printing paper so economically 
that it could be bought at the price of uncoated stocks. 

Heralded in 1935 as an advancemént making possible a widespread use of 
quality printing on coated paper, this achievement ideally fits today’s needs. 


In our great drive toward Victory we must save labor and time as 
well as money. Consolidated Coated saves all of them. 


Made in a modern way, this quality paper 
is produced and coated quicker and with 
duce and consequently sells at low prices which 
were impossible a few years ago. 

Advertisers, printers and publishers faced 
with reduced budgets and rising costs find 


meet every requirement for quality printing 


WISCONSIM RAPIDS, WISCONSIN 
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PAPERS 


use of man-power. It costs less to pro- 28 
within their means. 


by using Consolidated Coated they can 


CONSOLIDATED WATER POWER & PAPER COMPANY 


SALES OFFICES 
135 $0. LA SALLE ST., CHICAGO 


MAIN OFFICES 


Four Modern Mills... All in Wisconsin 


and save enough on paper to keep well 


Produced and Coated in four grades, there 
is one almost certain to meet your exact 
requirements. For your next printing job get a 
quotation on Consolidated Coated. Y ow'\\ find it 
will meet every expectation from a printing 
standpoint . . . the saving will surprise you. 
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Modern Gallahad — 


Rushes to Defense 
of Busy, Busy Bee 


New York, Feb. 10.—The “busy 
bee”’ is the latest beneficiary of the 
“Don’t Blame Me, Biame Hitler” 
type of copy. 

John G. Paton Company, maker 
of Golden Blossom honey, this week 


asked consumers, through 648-line | 


advertisements in several metropoli- 
tan dailies, not to blame the “busy 
bee” if grocers are temporarily out 
of stock. 

Copy traced the period from April 
to September, when bees move into 
high gear and gather honey from 
the fields of “sweet, white clover.” 


MAILING SERVICE 


Multigraphing — Filling-in 


Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 8S. Dearborn St. 


Wabash 865: 


ADVERTISING AGE 


February | 


: — 
|A bountiful crop has been predicted, | 


dependent upon natural conditions, 
but under any circumstances, “thé 
busy bees will do their part to keep 
you enjoying delicious and healthful 
Golden Blossom honey.” 

The advertisement pointed out 
that many women have learned to 
|use honey economically to sweeten 
|wartime dishes. Purchasers were 
/urged to buy Golden Blossom only 
for current needs, and not for 
| “shelf-stocking”’ or hoarding. 
Charles W. Hoyt Company is the 
| agency. 


Kaiser Made Manager 

Al Kaiser, who has covered the 
New England territory for Mill & 
Factory for the past two years, has 
been named Cleveland manager, 
succeeding H. E. Gaillard, who re- 
signed to join the Navy. 


‘Tune In’ Published 


Tune In, a monthly radio fan 
magazine, has started publication, 
with offices at 30 Rockefeller Plaza, 
New York. Richard Davis is the 
publisher and Harry Dickinson ad- 
;vertising manager. 
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at Baton Rouge, Louisiana 


IS IN WWL-LAND 


and so are 10,000,000 Customers from 5 States 


Baton Rouge is right in 


dreds of miles. 
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CAPITAL of prosperous Louisiana, 


59,508 square miles of W WL-land. 


THIS GREAT Deep South Market is 
dominated by just one station—50,000 
watt, clear channel WWL—five times 


more powerful than any station for hun- 


CBS Affiliate —Not'l Representatives, The Katz Agency, Inc. 


the heart of 
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The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. It is presented in 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


February 1. Some of the old time fight- 
ing newspaper editors like Fremont Older, 
who turned San Francisco upside down, 
knew how to conduct campaigns that would 
develop social pressures. But today’s news- 
paper men, especially the better ones, are 
a different breed of cats. Their whole 
training disposes them (1) to think of each 
story as hot today and cold tomorrow; 
(2) to be as objective and free from per- 
suasion in their reporting as possible; (3) 
to look upon ad men as scum from the 
business office who are always trying to 
corrupt editorial virtue. No wonder these 
men have failed so miserably to understand 
their job in Washington. As propagandists 
they are pitiful in their limitations. 


February 2. Speaking of Fremont Older 
reminds me of the day I called upon him 
when a big ad of mine had just appeared 
in his paper. He said he thought it was 
one of the most striking and interesting he 
had ever seen. I asked him if he also 
thought it was believable, and would make 
people want the product advertised. He 
saw the point at once, but said it was one 
which ‘had not occurred to him before— 
that an advertisement could be interesting 
without selling anything. It doesn’t seem 
to occur today to many who fasten their 
eyes too exclusively on reading ratings. 


February 3. The anonymity of this 
diary seems to be wearing a bit thin. 
Twice today I was accused of keeping it. 
Under similar circumstances Boswell re- 
cords that the famous Dr. Johnson once 
said, in effect, that any man who is so 
imprudent as to attempt the invasion of 
a desired privacy of this kind should expect 
to be lied to. 

® 


February 4. Herb Verst, publisher of 
the Wholesale Grocer News, sends me an 
article analyzing the idea now abroad that, 
in the future society, a minimum of free 
food for all may seem just as logical as 
a minimum of free schooling for all does 
now. This is the kind of discussion we 
need, pro and con, of all these ideas. One 
of the old posers of the philosophers used 
to be, Can the world be thought out or 
must it be fought out? The idea that it 
can be thought out is a totalitarian one, 


beloved of planners. The counter idea that 
it must be fought out is the democratic 
one. As long as Herb can raise his voice 
in debate we are safe. 


February 5. The Washington adminis- 
trators have my sympathy. This economy 
of ours is so complex a machine that hardly 
any move can be made to adjust one part 
of it to war without throwing another 
unobserved part out of gear. The Man- 
power Commission, for example, has raised 
a dither in every advertising agency office 
this week by its pronouncement on the 
draft of married men. But almost at the 
same time Gardner Cowles of OWI re- 
affirms his position that his office must 
rely upon advertisers and their agents to 
carry a big part of the load on the infor- 
mational front. As Hamlet might have 
said: “To be or not to be—essential; that 
is the question.” 


February 6. Pleased to read this morn- 
ing of the selection of Chet LaRoche as 
Advertising Man of the Year, for his work 
as leader of the Advertising Council. I 
must admit that I was suspicious of the 
Council, when it first started, as just 
another of those fifth wheels which the 
“joiners” of this world are always putting 
together. But having had some oppor- 
tunity to see what it has accomplished 
behind the scenes in Washington, as well 
as in print and on the air, I am now con- 
vinced that the Council has become the 
most useful and important organization in 
advertising. 

* 


February 7—(ON THE NATURE OF 
ADVERTISING KNOWLEDGE) The edu- 
cators now tend to classify the different 
“subjects” of the older college courses into 
four fields of knowledge: namely, the 
physical sciences, the biological sciences, 
the social sciences, and the humanities. 
The great advances in knowledge in the 
past hundred years have been in the 
physical and biological sciences. These in 
turn have made possible great advances in 
the applications of these sciences in indus- 
try and medicine. But advertising is an 
application of the social sciences. The lag 
in the development of “pure” science in 
this field is at the root of all our problems. 


Awards Presented 


Beauty Fashion incorporating Toi- 
let Requisites, retail perfume and | 
cosmetic magazine, has announced | 
that the Toilet Requisites Awards | 
for 1942 have been presented to 
Yardley, Inc., for merchandising | 
policy; Revlon Products Corpora- | 
tion, for promotion of the Mrs. | 
Miniver Rose; Coty, Inc., for adver- 
tising; and Charles of the Ritz for | 
packaging Spring Rain. 

On the awards jury were John | 
A. Egan, Stix, Baer & Fuller, St. | 
Louis; John S. Holliday, Joseph | 
Horne Company, Pittsburgh; T. M. 
McDonald, The H. & S. Pogue Com- | 
pany, Cincinnati; I. C. Sieving, | 
Miller Brothers, Chattanooga; D. J. 
Whelan, Bullock’s, Los Angeles; 
and Sally Wile, Bonwit Teller, New 
York. 


Adds Two to Staff 


Charles F. Wilner, former adver- 
tising manager of the oil and gas 
division of Henry L. Doherty & Co., 
and Charles C. Wilson, former as- 
sistant advertising manager of 
Rieck-McJunkin Dairy Company, 
Pittsburgh, have joined Ketchum, 
MacLeod & Grove, Pittsburgh. 


FTC Cites Leeming 


The Federal Trade Commission 
has issued a complaint against 
Thomas Leeming & Co., New York, 
charging it with falsely advertising 


Toilet Requisites | 


| 
| 


Baume Ben Gay as a pain reliever. 
The FTC holds that the product is 
merely a counter-irritant, tending to 
mask pain rather than relieve it. 


Account to Mathes 
50,000 WATTS—CLEAR CHANNEL | 


The Greatest Selling POWER in the South's Greatest City 


|advertising. Consumer magazines | 


The Rising Paper Company, Hou- 
satonic, Mass., has appointed J. M. 
Mathes, Inc., New York, to place its 


and business papers will be used. 


THE TALE OF 


CITY 


-Worceste® 


(from N.B.C.’s “Tale of 412 Cities’ Vol. 1) 


The importance of WTAG in Central New England 
stands clearly revealed in N.B.C.'s ‘Tale of 412 Cities:’’ 


WTAG has 77% of the evening audience in 
Worcester alone. 


You can buy an hour on WTAG (national 
network rates) at a cost per radio home of 
less than half a cent. — 


For any of the other radio stations heard in 
this area, the cost is from 30% to 200 
greater. 


Central New England 
is a MUST market 


PAUL H. RAYMER CO. 
National Sales Representatives 


Owned and operated by The Worcester Telegram-Gazette 
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Reeves Discusses 
Refail Problem in 
‘Commerce’ Weekly 


Washington, D. C., Feb. 9.—The 
status of the distributor, the retail 
sutlet on Which so much of mer- 
sing depends, and his efforts 


chand! 

to meet war-born problems, were 
high! shted recently by Raymond 
Reeves, business consultant of the 
Department of Commerce’s regional 
office in San Francisco. 

Writing in Domestic Commerce, 
Mr. Reeves emphasized that the 


attention of the department is being 
drawn to the distributor’s plight. 
After Pearl Harbor, and even dur- 
ing the “defense” era, the attention 
of the department and of business 
generally was focused on the prob- 
lem of getting industry converted 
to war production. 

The three main problems plaguing 
distributors, Mr. Reeves points out, 
are: (1) shortage of merchandise; 
(2) a labor shortage; and (3) fixed 
long-term commitments, such as 
leases. These are problems common 
to all distributors, but evidence 
shows that the impetus of the suc- 
cessive shocks of war have not been 
equally felt in all lines of retailing. 


Hardware Fares Well 


Hardware stores are apparently a 
hardy, ingenious lot. Hit early in 


the emergency by priorities, they 
switched to alternate lines, curtailed | 
services and enlarged repair facili- | 
ties. The result: only 3.8% of the 
stores in the San Francisco area | 
have gone out of business. Another | 
13.5% think they may have to in 
the next six months, but 82.7% re- 
port the intention of weathering the 
war. 

In a similarly hard-hit field, radio 
and electric appliances, only 46.4% 
ff the businesses think they can 
survive for the duration. Actually, 
36.6% are now out of business, and 
nother 17% see a demise within six 
months. Of those who think they 
can survive, the principal reason is 
a large stock of repair parts, but 


these stores reported great difficulty | ) 


n getting capable men for repair 
work. 

It is a truism that the smaller the 
business, the more severe is the | 
impact of war economy upon it. In| 
the Pacific Northwest area, business | 
closings iumped from 4.4% for the 
vear ending Dec. 1, 1941, to 8.5% | 
for the year ending Dec. 1, 1942. 

The bulk of this increase was in | 
stores of less than $10.000 sales vol- | 
ume in which the mortality jumped 
from 9.3% to 19.1%. and in stores 
ranging from $10.000 to $20.000 
where the rate moved up from 6.2% 
to 12.7%. In stores over $100,000, 
the increase was 0.4%. 

Briefly, Mr. Reeves thinks that 
the alternatives for the distributor 
are: continue business as usual and 
die: continue old business but trim 
: add uncurtailed lines: enlarge 

ntenance and repair depart- 
ments: switch or enlarge second- 
hand and used departments: make 
complete change of lines: consoli- 
date with nearby comneting stores: 
vitch to war production (this for 
the retailer who might make a good 
e'der with training): or close up 
ness, conserving assets for post- 
use, 


frills 


Show Ingenuity 


Considerable ingenuity has been 
laved bv retailers. Self-helv 
come into the picture: furniture 
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stores have installed cleaning de- 
partments for floors, drapes, furni- 
ture and woodwork; repair and 
maintenance contracts with custom- 
ers have been evolved. A far west- 
ern retailer of washing machines 
put up his own assembly line, and 
is engaged in rebuilding and repair- 
ing old machines. His business is 
booming. 

There are many problems which 
no amount of ingenuity will solve. 
Conscious of the manpower pinch, 
many a merchant would give up his 
business and take a job in the ship- 
yard, but often he is “stuck with 
long-term leases and large invest- 
ments in fixtures, signs, etc.,””’ which 
he can’t liquidate without a tremen- 
dous loss. 

Retailers, by and large, recognize 


the inexorable nature of the eco- 
nomic processes in which they are 
enmeshed. They are willing to 
liquidate and get on with fighting 
the war, but they would like relief 
on long-term fixed obligations which 
they cannot fulfill. 

“The problem is a national one,” 
Mr. Reeves notes, and adds, “the 
time for a realistic national search 
for a solution is clearly at hand 
now.” 


Morgan Succeeds Neil Plastics Magazine Bows 
Leo Morgan has been appointed General Business Publications, 
to the board of directors of Holland |New York, has begun publication of 
& Neil, display advertising, Toronto, | Plastics and Resins Industry, a new 
following the resignation of J. S.| business paper devoted to the pro- 
Neil, vice-president and director. |duction of plastic products. George 


|Herrick is the editor, and Fred 
| Jones and Alonzo Hawley a d- 
Heads Fan Makers - 7s 
John M. Frank, president, Ig 


vertising representatives. 
Electric Ventilating Company, Chi- 
cago, has been elected president of 
the National Association of Fan 
Manufacturers. 


Takes New Quarters 

| Elmer L. Cline Advertising 
Agency has moved from 22 E. 40th 
St. to new quarters at 400 Madison 


Hobson Heads Roper 


S. H. Hobson, who started with 
George D. Roper Corporation, Rock- 
ford, Ill., as assistant foreman 28 
years ago, has been elected presi- 
dent of the company, succeeding the 
late Mabon P. Roper. Other officers 


Armstrong to ‘Post’ 


Corwin C. Armstrong has been 
appointed director of classified and 
real estate advertising for the New 
York Post. Mr. Armstrong was for- 
merly with the New York Mirror 


Ave., New York. 


Dailies Boost Price 


The Herald, Rutland, Vt., and the 
Free Press, Burlington, Vt., have 
increased the price of their daily 


remain unchanged. and the Brooklyn Daily Eagle. editions from four to five cents. 
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IN THE MILITARY FIELD, FEW TASKS 
REQUIRE MORE CAREFUL COORDINATION 
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ARFILIATED WITH THE 
DES MOINES REGISTER 
AND TRIBUNE | nai 


ee, 


THAN THAT OF BUILDING A PONTON 
BRIDGE. IN THE RADIO FIELD, COWLES 
STATIONS APPLY SIMILAR COORDINATION 
TO EACH PHASE OF SPOT CAMPAIGNS— 
MAKING SURE THAT PROGRAM PRODUC- 
TION, PUBLICITY AND MERCHANDISING 
ARE GEARED FOR MAXIMUM RESULTS 
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February 15, 1943 


Atkinson Appointed 

V. E. Atkinson Jr., formerly Pa- 
cific Coast manager of the Adver- 
tising Checking Bureau, has been 
named general advertising repre- 
sentative in northern California and 
the Pacific Northwest for the “Los 
Angeles Down Town Shopping 
News.” He has opened offices at 68 
Post St., San Francisco. 


Sunsweet Pack Changes 


The green refrigerator bottle for 
Sunsweet prune juice, which has 
become a secondary trademark for 
the product in recent years, has 
been added to the list of war casual- 
ities. About March 1 the product 
will begin appearing in retail stores 
in a standardized wartime bottle. 


EMPLOYEE 
IDENTIFICATION BADGES 


TRANSPARENT IDENTIFICATION 
CARD CASES 
Write for Catalog 
ST. LOUIS BUTTON COMPANY 
Manufacturers 
415 LUCAS AVE. ST. LOUIS, MO. 


Magazines Get New 
Heublein Advertising 


G. F. Heublein & Bro., Hartford, 
Conn., has launched its 1943 pro- 
motion of A-1 Sauce with insertioas 


|to appear every other month in a 
|list of seven national magazines. 


The copy will emphasize A-l’s 
place in the wartime cookery pic- 
ture and point out that meatless 
recipes need not be flavorless, dull 
or unappetizing. Each advertise- 
ment features a meatless recipe and 
offers a booklet, “Cooking for a 
Man.” Lawrence C. Gumbinner Ad- 
vertising Agency handles the ac- 
count. 


Potts Names Hooker 


Eugene Hooker, formerly art di- 
rector of D. P. Brother & Co., De- 
troit, has joined R. J. Potts-Calkins 
& Holden, Kansas City, in the same 
capacity. 


Lens Craft Moves 


Lens Craft Studios, Inc., has 
moved to larger quarters at 323 E. 
47th St., New York City. 
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Ar the beginning of every new day, Monday through 
Saturday, Everett Mitchell, famous farm commentator, 
greets his many friends in the cities, towns, rural com- 
munities and on the farms in the great Chicago Market, 
with rollicking songs, smiles and a bit of cheer in the 
form of helpful information and suggestions. 

He is the Handy Man of the Air—the genial, helpful 
neighbor whose hearty salutation is welcome in the 
homes of the early risers all over the vast WMAQ listen- 
ing area. Radio listeners invite him into their homes be- 
cause he is such good company —because he renders real 
assistance to his friends—both men and women. 


Everett brings to the men farm news from the various 
farm organizations, U.S. Department of Agriculture and 
breed organizations, and Home Economist Lois Schenck, 
a real farm girl, brings to the women practical help in 


the preparation of nourishing, inexpensive meals so nec- 


essary in these days of conservation and rationing. 


This is a program for town and farm people. So, if you 
have a message for them, whether it be to increase your 
sales or conserve your output, let Everett Mitchell give 
it to his millions of friends during his attractive early- 


morning program. 
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THE CHICAGO STATION MOST PEOPLE LISTEN TO MOST 
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CHICAGO KEY STATION OF THE NBC NETWORK 

-- $0,000 WATTS - 670 KILOCYCLES 

_ Represented Nationally by NBC Offices in 
YORK BOSTON CHICAGO WASHINGTON CLEVELAND | 
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Getting Personal 


A. D. Willard Jr., genl. mgr. of WBT, Charlotte, N. C., is a member 
of the executive council, Boy Scouts of America... 

Another ration book for Elias Godofsky, pres. and genl. mgr. of 
WLIB, New York. On Feb. 5 he became the papa of an eight-pound 
daughter, Laura. . 

Friends of Homer Buckley, pres. of Buckley, Dement, Chicago, are 
glad to know that he is recovering nicely from a leg injury. suffered 
in an auto accident. He’s back at the office a couple of hours a day... 
And Franklin B. Hurd, adv. dir. of the Providence Journal-Bulletin, 
has returned to his desk after an extended absence due to illness... 

G. W. Cunningham, adv. mgr. of Sears, Roebuck, has been appointed 
chairman of the advertising and publicity div. of the American Red 
Cross War Fund, Chicago chapter. Members of his committee include: 
Dale Cox, dir. of publ. relations, International Harvester Company; 
Lee Strahorn, radio dir., Foote, Cone & Belding; Hal Halperin, Chicago 
editor of Variety; Theodore Weldon, J. Walter Thompson; Leslie Janes, 
display mgr. of Sears, Roebuck; W. T. White, adv. mgr., Wieboldt 
Stores; William H. Hollender, adv. mgr., Balaban & Katz... 


STAGG-FINCH DISPLAY WINS AWARD 
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K. H. Seidel, advertising manager, Stagg-Finch Distillers Corp., New York, is 

presented with the 1942 Cantine award by Stanley O. Styles, New York repre- 

sentative of Martine Cantine Co., donor of the annual advertising award for 

skill in printing and lithography. The esc “For Unity and Victory" display 
is shown, 


Donald W. Thornburgh, CBS v-p in charge of the Pacific Coast div., 
has been reelected a director of the Los Angeles Chamber of Commerce 
for 1943... 

When employes in BBDO’s Boston office press a buzzer marked 
“boy,” friendly redhead Ruth Godfrey answers the call. She is also 
achieving popularity with her mailroom rendition of “Moonlight Be- 
comes You.” . . 

A promotion has recently come through for First Lieut. Rodger C. 
Harris, formerly Detroit representative of The American Weekly. He 
is now a captain and assigned as adjutant to the Newark air base. . . 

Among other things, Sigmund Gottlober, prexy of American Foreign 
Language Press, has been named chairman of the foreign language 
division of the committee on public information of the 1943 Red Cross 
War Fund of New York City... 


The Engineers Club of New York has elected Edgar Kobak, executive 
v-p of the Blue, a trustee... 

Another income tax deduction has been acquired by Sydney Gaynor, 
sales manager of the Don Lee Broadcasting System, Los Angeles. He 
is the father of a daughter, Pamela Jill Gaynor, born Jan. 24. The 
Gaynors also have a son, Jeffrey. . . 

Anticipating a serious food shortage, Marie Smith, copywriter at 
Kenyon & Eckhardt, New York, is making sure she’ll have enough 
fresh vegetables on hand. Marie spent a week working on a farm and 
is currently taking a course in farming at New York University. . . 

Advertising men interested in seeing a preview of what advertising 
may look like after the war should get Walter Painter of Power Plant 
Engineering, Chicago, to duplicate for them the “imagineering” speech 
he delivered to the Windjammers forum the other day. He displayed 
roughs and copy for such amazing devices as the Handy-Andy, an 
electronic gadget that does practically everything around the house; 
Keller’s No-Bounce Bombs; Vamoose, a powder which can be sprinkled 
on doorbells to keep peddlers away; and a charming book, “How to 
Harness and Steer a Horse.” After hearing him, his audience was 
in need of another invention: a device for removing stitches from the 
sides of audiences. . 

Cigar-passer Hugh Feltis, Blue Network station relations, New York, 
has had a hard time deciding on a name for his second daughter, born 
Jan. 29 at Doctor’s Hospital. After picking ‘““Rosemary,” he switched 
it to “Barbara Lea.” ... 

Drawings in Helen Sioussat’s new book, “Mikes Don’t Bite,” were 
done by Jack Hoins, member of the CBS publicity department, New 
_(, , a 

Jos. B. Milgram Jr., son of Ad. Mgr. J. B. Milgram of John F. 
Trommer, Inc., shut up his books at Brooklyn Polytechnic Inst., and 
at the age of 19 enlisted in the Engineers. He’s now a corporal at 
Camp Claiborne, La. Milgram Sr. is teaching radio code, evenings, 
at AWVS in New York. . . Soaking up the sunshine at Sahuaro Lake 
Ranch, Mesa, Ariz., earlier this month were Milo Smith, a.m., Chicago 
Bridge & Iron Co., and Mrs. Smith. . . 

Roger Loew, v-p of Klau-Van Pietersom-Dunlap Assoc., Milwaukee, 
is the proud papa of an eight-pound, ten-ounce boy named John 
Roger. . . 

“Man of the Month” for January is G. S. Crane, v-p in charge of 
sales and advertising, Cutler-Hammer, Milwaukee. He was given 
this honor by the Milwaukee adclub.. . 

Don Gilman, v-p in charge of the Blue Net’s western div., has been 
named head of the public service div., special gifts committee of the 
United Nations War Relief in Los Angeles... 

Dick Drake, Felt & Tarrant adman, is more concerned about the 
shoe rationing order right now than most of us. He figures he wore 
out at least six months’ quota of shoe leather pacing the halls of 
Evanston, Ill., Hospital last week. His pacing ceased—for a while. 
anyhow—when daughter Carol Elizabeth was born Feb. 9. Weight 
(Carol's, of course), 8 pounds 12 ounces... 
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Servicemen Lis; 
Postwar Jobs Firs} 
a - a 

in ‘Click’ Survey 

New York, Feb. 10.—American 
servicemen placed job insurance i 
the postwar period first on the list 
of five “assignments” they woyjg 
like to see carried out by folks a 
home, according to a survey appear. 
ing in the March issue of Clic, 
magazine. 

Several thousand soldiers, sajjo;, 
and marines were presented with 
questionnaires consisting of 25 cy,. 
rent topics and asked to Pick the 
five most important to themselves 
Selections were not made in orde; 
of preference but as a group. Issues 
which polled the largest number of 
votes were: 

1. “Make sure that I'll have g 
job in my chosen field of work when 
I get back.”’—Classified in the “mos 
important” group by 9.9% of the 
men. 

2. “Keep us supplied with plenty 
of everything needed to fight with 
by buying war bonds to the limit’ — 
listed by 8.2%. 

3. “Insist that the war be fought 
until our foes are completely 
whipped”—listed by 7.7%. . 

4. “Fight for the basic principles 
of Democracy: freedom of speech, 
worship and assembly, resist every 
effort to weaken these rights” 
listed by 6.8%. 

5. “Make sure that Prohibition 
isn’t put over on us again’’—listed 
by 6.5%. 

Servicemen exhibited surprising 
lack of interest in the problem of 
labor unions, considering agitation 
of recent years. Government financ- 
ing of postwar schooling, another 
topic, also elicited little attention 
from servicemen. 


Bakelite Announces 
Plastic Printing Plates 


The printing materials division of 
Bakelite Corporation, New York, 
has announced a new plastic print- 
ing plate material available for im- 
mediate delivery. It asserts that the 
new material, which is non-critical, 
should make possible rapid adoption 
of plastic printing plates to replace 
electrotypes requiring copper, tin, 
antimony and lead. 

Printing plates molded from the 
plastic reproduce the original with 
high fidelity and have excellent 
printing qualities, according to the 
company, which adds that they are 
virtually immune to attack by ink 
solvents and diluents, and can be 
readily curved for adaptation to 
rotary presses. 


Agency Adds Two 

Advertising Corporation, Chicago, 
has been appointed to direct adver- 
tising of Vaver Sight Company, 
maker of sights for small bore rifles, 
and of Norton Door Closer Com- 
pany, division of Yale and Town 
Mfg. Company. 


POWER PLANT ENGINEERING 5 
wartime aim is to get vital oper«! 
ing information to every importos' 
power-using plant in the United 
States .. . To assure this comple’e 
and speedy distribution we have 
developed a supplementary wo 
time list which includes all cor 
sequential war production plar * 
and government agencies co: 


cerned with power supply. 
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Auto Workers Name 
Consumer Counsel: 
(thers May Follow 


(Continued from Page 1) 


cern themselves with the food prob- 
jems of their families, and should 
join with consumer organizations in 
making their needs known,” he 
added, as he closed the doors on 
eight years of government service. 

He looked a good deal happier 
and seemed in better spirits yester- 
day. He probably had reason. One 
of the consumer movement’s most 
plaintive pleas has been for more 
organization, and for more pressure 
to ram legislation and executive 
orders through the slow-grinding 
mills of government. 

The CIO, as aggressive in the 
halls of legislature as it is in the 
hiring rooms of manufacturing 
plants, has the ability to provide 
the organization and the pressure— 
as it has amply proved in the past. 


Will Throw In Full Weight 


“The UAW-CIO intends to con- 
tribute the full weight of its 780,000 
members and their families in sup- 
port of the necessary government 
action on the neglected consumer 
front,’ Mr. Montgomery declared. 
“Government programs repeatedly 
let consumers down because special 
interests are always on hand at 
Washington to see that their de- 
mands are taken care of first. The | 
UAW-CIO proposes to be included | 
in the plans and negotiations in| 
which civilian protection programs | 
are formulated. It urges other labor | 
and consumer organizations to join | 
with it.” 

It was indicated that the alliance | 
of the consumer movement and | 
organized labor might be extended | 
even more widely. Mr. Montgom- | 
ery, in talking to ADVERTISING AGE, | 


4. Standardized grade labeling. 
Some move must be made to pre- 
vent “hidden price increases,” or 
such devious practices as discontin- 
uing lower price lines. “Utility 
models,” as the old Victory models 


3. Rationing of all goods except|or who believe that standardized 
those obviously in abundant supply. 


grading and labeling is an insidious 
thrust at a trademark’s value, the 
union-co-op-consumer pressure 
will be based. 

Harking back to his farewell to 
Agriculture, Mr. Montgomery 
charged that consumers have been 


are now called, had Mr. Montgom- | slighted in favor of privileged inter- 


ery’s blessing because they often 
represent the most efficient use of 
materials. 

5. Labor union members will be 
glad to help government programs 
wherever possible—acting as price 
inspectors, for example. 

6. Local labor committees can 
and will assist in allocating supplies. 


ests. “Selfish interests long delayed 
the conversion of manufacturing 
industries to war production,” he 
said. “Similar interests stand in the 
way of programs for fair sharing of 


consumer goods, and are fighting | that the farm bloc is slowly pushing | unions 


against any form of price control 
that is strong enough to stop further 
rise in the cost of living. Full mo- 


bilization of the home front impera- 

Charges Favoritism tively and immediately requires that | 

On the shoulders of this program, |monopoly controls and struggles for | 

one which will not be too palatable | postwar advantage shall no longer | 

to many marketers who think ra-|delay government measures to put | 
tioning should be a last ditch resort, | the domestic house in order.” 


None of his former staff at Agri- | Agriculture Department, Montgom- 
culture has been brought over with|ery was in poor position to joust 
him, Mr. Montgomery told Apver-| with the farm bloc, even if he had 
TISING AGE, but added that he|the “organized consumer” support. 
wished this could be done. bens - penny, Stee prs 

support, he has the cking of a 

Farm-Labor Tug? big, tough, rich, politically canny 

Mr. Montgomery, as consumer/union. If he still wants to fight the 

counsel for the militant United | farm bloc, he’s picked up a little 
Automobile Workers, led some ob-| weight in the meantime. 

servers to forecast a union-farm Incidentally, he is thoroughly 

bloc fight in Congress. opposed to a sales tax. Unless his 

Montgomery, sincere and _ soft-/| views are altered in his new connec- 
spoken, has often voiced his feeling | tion, and that is unlikely since 

have consistently opposed 

the submerged portion of the popu- | the retail levy, the sales tax has 
lation toward a living standard | another determined group of oppon- 
which is unbearable. His most re- | ents. 
cent outburst on this ro ag a} — 
series of articles in leftis , one | . . 
of which was strikingly headlined: Moves Baltimore Offices 
“People will starve if farm bloc The Joseph Katz Company has 
wins.” moved its Baltimore offices to 8 

As in the! South St. 


consumers’ counsel 


“For extreme gallantry 


in conduct under fire.” 


“Courage typical of representatives of a tree 


press lighting fo 


Henry T. Gorrell 


of the United Press 


made it clear that Philip Murray, | 


president of CIO, has given his 
blessing to the employment of other 
full-time consumer 
other CIO unions. 


One of the first and most critical 


of the problems which he faced, 
Mr. Montgomery declared, is that 
of meat. He said that the UAW 
will press for more and immediate 
attention to the allocation of meat, 
and to get the allocations 


of population. 
Lists Principal Objectives 


Besides meat, Mr. Montgomery 
listed these objectives: 
1. Definite price stabilization. 


Clear legislative authority is needed, 
he said, to put ceilings on farm 
products, and price stabilization is 
impossible so long as those ceilings 
are lacking. 

2. Getting price controls trans- 
lated into specific dollars and cents 
ceilings for products. The threat of 
organized retailers, who have con- 
Sistently objected to the imposition 
4 these ceilings, must be warded 
off. 


IMPORTANT 


To a Man Interested 
in Public Relations 


A large and well known com- 
pany near Chicago, engaged in 
one of America’s leading indus- 
tries, needs a man to assist its 
director of public relations, The 
work involves the whole range 
of opportunity afforded by a 
nation-wide operation, and is 
permanent. The qualifications 
are brief: at least a few years 
of practical business experience 
plus an ability to write well. 
Some newspaper experience 
would be helpful but is not es- 
sential. 


Your letter of application 
need not be longer than <uffi- 
cient to give us a general idea 
of your background, present re- 
sponsibilities, selective service 
status, ete. If such a position in- 
terests you we shall be very glad 
to have you write us through 


Box 3956, Advertising Age, 


more | 
evenly distributed to meet the shifts | 


is awarded the Air Medal 


counsels’ by 


| A 
L 
| 


THE CITATION ACCOMPANYING 
THE AWARD: 


**To Henry T. Gorrell, civilian 
representative of the United 
Press, serving with the Ameri- 
can Army Air Force in the 
Middle East. 


‘“‘While participating in a 
bombing mission, Mr. Gorrell 
displayed extreme gallantry in 
conduct under fire. During his 
mission, enemy aircraft were 
encountered and in combat 
two enemy aircraft were shot 
down. For several hours Mr. 
Gorrell rendered vital aid to a 
seriously wounded member of 
the crew. Mr. Gorrell’s action 
undoubtedly saved the life of 


Chicago. 


this soldier.’’ 


gear knocked out, 


ra free world.” 


N a bombing raid, the last plane in the flight runs the greatest risks. By the 


time it comes over the target, enemy anti-aircraft has had full opportunity to 


get the range, enemy fighters have had time to rise to the attack. 


United Press Staff Correspondent Henry T. Gorrell knew this when he gained 
permission to fly with U. S. bombers raiding Navarino Bay, on the Greek coast. 
He had his choice of planes and he chose to go with the last one because, despite 


greater danger, it offered “‘the best view of the show.”’ 


Gorrell’s outstanding coverage of that show involved every danger he had fore- 
seen. The bomber in which he rode was riddled by fighter-plane and anti-aircraft 


fire. It reached its base with two superchargers shot away, the automatic steering 


an aileron ripped away and several members of the crew 


wounded. To one of the dangerously wounded Gorrell rendered first aid on 


the flight home. His conduct won for him the Air Medal. 


Major-General Lewis H. Brereton, commander of the U. S. Army Air Force in 
the Middle East, in presenting the award to Gorrell, declared his courage “‘typical 


of representatives of a free press fighting for a free world.” 


UNITED PRESS 
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Postwar Planning ? 
Board Given Axe 
by House Committee 


Washington, D. C., Feb. 10.—The 
belligerent attitude of Congress 
toward planning agencies of the 
government was evidenced again 
today as the House appropriations 
committee wiped out the National 
Resources Planning Board’s appro- 
priation of $1,400,000. 

The board had been charged with 
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x Washington «x 
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ed at home 
* 


| developing accurate 


materials and markets in the post- 
war world, and the House slash— 
barring a restitution of the appro- 
priation by the Senate—means that 
after June 30 the NRPB will become 
another marker in the New Deal 
graveyard. 

The NRPB shared with the De- 
partment of Commerce’s Committee 
on Economic Development the bulk 
of the responsibility, in government, 
for developing plans for the post- 
war era. 

In being wiped out financially, 
the planning board shared a dubious 
honor with the field offices of the 
Department of Commerce, but the 
field offices were amputated in the 
Bureau of the Budget, not in the 
House. 

Rep. Frederick C. Smith, Ohio 
Republican, gave an interesting clue 
to the temper of some members of 
Congress when he said: 

“The goal that is sought to be 
achieved by the President through 
the National Resources Planning 
Board can no longer remain in 
doubt. The planning board, with 
the appreval of the President, boldly 
speaks of ‘modified free enterprise,’ 
and it is clear, though there is lip 
service to the contrary, that the pro- 
gram outlined involves nothing less 
than the absorption by the state of 
all economic functions and the com- 
plete demolition of all free enter- 
prise.” 

Rep. Smith quoted extensively 


forecasts of 


from the book of Dr. Alvin Hansen, 
Harvard professor, who has been 
working with Chairman Marriner 
Eccles of the Federal Reserve Board, 
“After the War—Full Employment.” 
He shredded the report of the NRPB 
in 1942, calling attention to portions 
which read: 

“Public action must, of course, be 
planned to meet general public 
needs. But those needs which are 
met by private enterprise reduce by 
just that amount the remaining load 
on government. 

“Or did the persistence of this 
gigantic problem (unemployment) 
indicate that our economy or pri- 
vate enterprise and investment 
could not provide jobs for all?” 


House Cuts Appropriation 


Rep. Smith said the excerpts, 
quoted at considerable length, indi- 
cated “a continuation and accentua- 
tion of the trend of the last decade 
toward state ownership, interven- 
tion and control of property and the 
means of production and distribu- 
tion.” 

“The planners tell us the war has 
demonstrated that we can have full 
employment,” he declared, “and 
seem to think they have thereby 
found the key to end all unemploy- 
ment. . . Just how the war formula 
is to be applied to achieve this re- 
sult they do not say.” 

The béard, he said, “is a grave 
menace to our nation and must be 
abolished, root and branch.” And 


Even George Washington” 
could truthfully say this: 
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the following day, so far as the 
House appropriations committee was 
concerned, it was. 

Comparatively little has been 
heard of the board in recent months 
and only one of its personnel— 
Beardsley Ruml, one of two advisers 
—has been in the spotlight recently. 
Mr. Rum! is the Macy executive 
who has been fighting an uphill 
struggle for the pay-as-you-go in- 
come tax plan. 

The National Resources Planning 
Board was set up in the executive 
office of the President July 1, 1939, 
under the Reorganization Plan I, 
replacing the National Resources 
Committee established by executive 
order in 1935, which in turn had 
replaced the National Resources 
Board and Advisory Committee, set 
up in June of 1934 “to prepare and 
present to the President a program 
for development and use of land, 
water and other national resources.” 


Has Broad Functions 


The duties of the current board 
embraced these original functions, 
but also included four other func- 
tions: (1) to advise the President 
of the trend of employment and 
business activity and to recommend 
measures leading to the improve- 
ment and stabilization of economic 
conditions; (2) to collect informa- 
tion on projected public works plans 
and to classify these plans in order 
of their importance; (3) to receive 
and record all proposed federal 
projects involving the acquisition of 
land, and to act in an advisory 
capacity in such acquisitions; and 
(4) “to act as a clearing house and 
means of coordination for planning 
activities, linking together various 
jlevels and fields of planning.” It 
| was one of the several departments 
|linked to the Board of Economic 
| Warfare by a liaison officer. 
| The board has been concentrating 
its attention on postwar problems, 
|“with a view to developing advance 
plans and programs for necessary 
adjustments and new  improve- 
ments,” with one division studying 
trends of employment, consumer 
spending, long-range work and re- 
lief policies, etc., while another con- 
ducted studies on transportation, 
location of industry, land and water 
| resources, and energy resources. A 
| third division is engaged in carry- 
|ing on and revising the preparation 
jos a six-year program of public 
_works and procedures for program- 
| ming by states and municipalities. 


|‘ECONOMY’ THREATENS 
COMMERCE OFFICES 
Washington, D. C., Feb. 10.—The 
| field service and offices of the De- 
|partment of Commerce, which will 


|be eliminated after June 30 unless | 
the present federal budget is re-| 


'vised, have aided business men 
since 1913. The service was ex- 
panded in 1941, when 12 regional 
business consultants were added to 
the field staff, one assigned to each 


These consultants, through their 
reports to Washington, and through 
their counseling of business men in 


crease the man of Main Street’s 
knowledge of the storehouse of 
helpful information which the De- 
partment of Commerce maintains. 

The regional offices not only keep 
track of the vast flow of govern- 
ment material, but manage to keep 
well abreast of the work being done 
in similar lines by private organi- 
zations. 


Aid Small Business Men 


One of the simplest jobs done by 
the regional offices is that of 
straightening out small business 
men on whom to approach for solu- 
tion of their problems. Bewildered 
by the maze of government regula- 
tions and agencies, the small busi- | 
ness man often has no idea at what | 
point to begin his petition. The | 
field offices of the Department of | 
Cemmerce can and do tell him. 

Over and above assisting business | 
men on the local level to solve their | 
problems and to acquaint them with 
significant work being done in their | 
individual fields, the field offices | 
have organized meetings, or busi-| 
ness clinics, for business men with 
mutual problems and interests. 

Not the least of the field services’ 
business values has been its prac- 
tice of supplying federal agencies | 
with an accurate picture of the re- 
tail level of business. In addition 
to regular reports 
offices, special studies have been 
made for the Office of Price Ad- 
ministration, the War Production 


| Board, the Office of Defense Trans- | 


portation and many others. 


their area, have done much to in-| 


filed by the)’ 


— 
| The Senate small business com. 
mittee, whose work has attracted 50 
much attention in the retailing and 
|'manufacturing fields, has relieg in 
large part upon data supplied by 
the field offices on business births 
and deaths under war Conditions 
Policy decisions regarding financial 
aid, merchandise supply, prices ang 
manpower to be made by the war 
agencies and the small business 
committee will be facilitated by this 
information, and by its analysis p 
Commerce men in Washington, 

The final function of the fielg 
offices, stimulation and disseming- 
tion of business research, has be. 
come increasingly important as the 
recognition of research as a basis 
for marketing practice grew in busj- 
ness. 

It has been estimated that the 
actual increase in the budget for the 
maintenance of the 12 regional and 
27 district offices of the field service 
will be only $450,000—a rather pal- 
try sum in the language of a war 
economy in which billions have 
become commonplace. 

The House ways and means com- 
mittee will hold hearings on this 
section of the appropriations bil] 
within the next fortnight. Indi- 
vidual letters from companies which 
have recognized the services of the 
field offices, written to the congress- 
men and senators who represent 
their districts and states, would 
have a real effect on the restitution 
of the field offices, Washington 
observers believe. 


‘4 a 
Put your imagination 


on overtime! 


| Ideas to speed production—to effect 
economies of time and effort—to save 
materials—these will make the Amer- 
ican secret weapon that will win the 
war. 


Put your imagination to work—for 
your own satisfac- 
tion, for job ad- 
vancement, for in- 
creased production 
in the war effort. 
Stimulate your, 
and your em- 
ployees’, creative 
potentiality by 
reading this new 
book. 


The 


Just Out 
HOW TO 
“THINK UP" 
By ALEX OSBORN 


Executive Vice - Presi- 
| ployee suggestions dent, Batten, Barton, 
systems because of | Durstine & Osborn, Inc. 


| our pressing need 
for increased pro- | Price —50 cents 
duction and the | a 


release of man- 


All over the coun- 
| try factories have 
| worked out em- 


power. Some of the results of these sugges 
tions systems are truly amazing. 


Donald Nelson says, “Through suggestions 
systems this improved production art 1s being 
brought to the surface. The millions of little 
improvements that save an hour or a pour i 
of brass make it devastating. In their aggre: 
| gate these will amass our production vic- 
tory.” 


In this book Alex Osborn tells how some o! 
|these ideas have been thought up = and 
| sketches a method for stimulating the think 

ling up of ideas. His booklet will spark the 
| imagination of the individual, and prove 4 
boon to the executive who is seeking to ! 

stall or develop an employee suggestions 
| system, 


@ It describes scores of valuable ideas tha! 
have come from factory workers and e*- 
plains how they were thought up. 

@ It further outlines a method for anyone to 
follow in stimulating his ability to “think 
up.” 

® You will want to y the figure-of-speech 
game (see page 28) for the fun of it. It's 
a real imagination developer. 

® You will want to try the once-a-week im 
agination exercise described on page 32. 

® You will approve too the common-sens 
suggestions on pages 4 and 35. 


John Collyer, President of B. F. Goodri 
says, “Nearly all of us have more imagin 
tion than we ever put to work. Too ofté 
we either do not try hard enough to thit 
things up, or are too modest to hand in ide 
which occur to us. For victory’s sake, let 
put our imaginations on overtime!” 

Let this book help you. You will enjoy rea: 
ing it—and every page of its sensible sugge® 
tions will guide you to personal profits. Sen 
for a copy for 10 days’ examination, subject 
to approval or return, today. Just mail th 
coupon. 


FREE EXAMINATION COUPON 


McGraw-Hill Book Co., 330 W. 42nd St, N. Y. © 
Send me Osborn’s How to “‘Think Up’’ for 10 day 
examination on approval. In 10 days I will send 
cents, plus few cents postage, or return book por 
paid. (Postage paid on cash orders.) 


Name 
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Graphic Arts Fund 
Channeled Directly 
(o War Campaign 


(Continued from Page 1) 

aper, printing, printing equipment, 
ink, engraving, typographic, electro- 
type, and direct mail fields—will in- 
clude campaigns in the following 
fields: . 

1. Anti-Inflation, 
Price Administration. 

9, Civilian Defense, largely prep- 
aration of point-of-sale material for 
distribution through the OCD’s 
“block plan.” 

3. Conservation, a wide group of 
projects for conservation of house- 
hold equipment, foods, clothing, and 
other products for the WPB conser- 
yation division. 

4. Manpower, development of 
special kits for use in local shortage 
areas for the WMC. 

5. Military Services, production, 
and recruiting for Waacs and Waves. 

6. Morale, graphic materials to 
help OWI in its campaign to keep 
the public informed on the funda- 
mental issues of the war. 

7. Nutrition, numerous projects 
in cooperation with the U. S. De- 
artment of Agriculture and the De- 
fense Health & Welfare Services of 
the Federal Security Administration. 

8. Production drive, closer col- 
laboration with WPB, OWI, and the 
armed forces in the preparation of 
graphics material by individual 
plants and labor-management com- 
mittees. 

9. Rationing, development of 
point-of-sale material to help OPA 
in educating retailers and consum- 


for Office of 


ers. 

10. Redistribution of Materials, 
an extensive project undertaken by 
WPB to get metals and other crit- 


ical materials into _ production 
quicker. 
11. Salvage, promoting collabo- 


ration by individual industries and 
companies with WPB’s various sal- 
vage committees. 


Anti-Rumor Drive 


12. Security of Information, col- 
laboration with OWI, FBI, Army 
and Navy in stopping “leaks” and 
rumors. 

13. Small Town Clinics, stimu- 
lating local organizations to meet 


the United States each year,” Mr. 
Eastman writes. 


cers or members of individual as- 
sociations to make their decisions, 
bearing in mind the burdens now 
imposed on the nation’s transporta- 
tion systems in the conduct of trans- 
portation’s share of the war pro- 
gram. 


Must Aid War 


“TI suggest that in considering the 
question they ask themselves 
whether the proposed meeting or 
convention will contribute in an im- 
portant way to the winning of the 
war. In other words, will the gath- 
ering help to shorten the war? If 
the answer is no, I strongly urge 
that the convention plans be aban- 
doned. 


ADVERTISING AGE 


| “It should be clear also that every 
| convention 
“It is a responsibility of the offi-| would have involved travel by only 


canceled, even if it 


a comparatively small number of 
persons, will mean a_ decidedly 


| worthwhile saving of transporta- 


tion facilities and will itself con- 


‘stitute a contribution to the war 


effort.” 


Showmanship Suggested 


The booklet will be distributed 
through the United States Chamber 
of Commerce and other channels. 
It includes suggestions for planning 
and putting the kick of showman- 
ship into the mail meetings. 

Paul H. Bolton, chief of cam- 
paigns of ODT, collaborated with 
various graphic arts industry com- 
|mittees in preparation of the 
manual. 


Promotes Flag Dog 
Food in Newspapers 

Flag Pet Food Corporation, New 
York, has begun advertising in 45 
newspapers in 35 cities, using 784- 
line units, to promote its dehydrated 
dog food. 

A series of cartoons entitled “dogs 
in action” show dogs in uniforms, 
riding P.T. boats, and as “‘paradogs.” 
Peck Advertising Agency handles 
the account. 


To ‘Country Gentleman’ 

Lester W. Hannah has joined the 
staff of Country Gentleman, Phila- 
delphia, as publicity manager. Mr. 
Hannah was formerly sales promo- 
tion manager of R. Wallace & Sons 
Mfg. Co., Wallingford, Conn. 


| Gould Joins Brisacher 


in New York Office 


J. Kingsley Gould, formerly with 
National Distillers, has joined the 
New York effice of Brisacher, Davis 
& Van Norden. 

The Pacific Coast agency’s new 
eastern headquarters is at 250 Park 
Ave., New York, telephone Plaza 
8-1634. 


Schlitz Goes Latin 


Schlitz Brewing Company, Mil- 
waukee, has released a 1943 adver- 
tising campaign in Hawaii, Trinidad, 
Puerto Rico, and other Latin Ameri- 
can countries through Export Ad- 
vertising Agency, Chicago. News- 
papers, magazines and radio will be 
used. 


the problems of war and planning 
for after the war, a program of the 
Department of Commerce. 

14. Transportation, the “Conven- 
tion by Mail” campaign and other 
programs on reduction of travel, 
consumer delivery, and fostering 
conservation of trucks. 

15. War Bonds, channelizing lo- 
cal material for salary allotment 
plan and pledge campaigns for 
the Treasury Department. 

The committee has_ established 
national headquarters in the Na- 
tional City Bank building at 42nd 
St. and Madison Ave. in New York 
City, and in the U. S. Information 
building at Pennsylvania Ave. and 
14th St., NW, in Washington, D. C. 

Its major project will be the pro- 
duction of a “Guide to Wartime Ad- 
vertising,” issued in collaboration 
with the Office of War Information 
bureau of campaigns and the Ad- 
vertising Council. 
ual, including case histories on each 
government campaign under the 15 
broad classifications, will be off the 
press early in March. 


Groups to Decide 


“How to Conduct your Conven- 
tion by Mail” is an idea-provoking 


booklet of 16 pages launched with | 


an appeal from Joseph B. Eastman, 
director of ODT, 
members of individual associations 


to make their own decisions on the | 


essentiality of their meetings. 

“The Office of Defense Transpor- 
tation obviously cannot undertake 
to assess the essentiality of each of 


the many thousands of meetings | 


and conventions normally held in 


A working man- | 


to officers and) 


A 
MARIA KRAMER 
HOTEL 


—e 


‘and not a care... 


vom LINCOLN 


44th to 45th Street at 8th Ave. 


1400 -eweayheyry tee wa 


| John L. Horgan, Gen. Mgr. Cl 6-4500 
| Special Rates to Men in the Armed Forces 


ahead 


| 


| 
| 


| 


| 
| 
| 


| 


WHAT CAN 


| DO NOW—MOTHER? 


Copper and zinc are crucial materials. In peace time they are crucial materials—for precisely 


and accurately reproducing printed messages for millions of people to see and to read.... 
NOW, while we are extending every effort toward winning a war that demands a stupendous 
production of materiel unprecedented in history, these metals are a thousand times more essen- 


tial. They must be conserved. Their employment for civilian purposes has been restricted. Ad- 
vertisers are aware of this. They know that the lavish and elaborate use of copper and zinc 
plates is out for the duration. ... And yet totally effective advertising illustration and repro- 


duction still can be done. It can be done with frugal and patriotic employment of these vital 


2001 CALUMET 


MASTER 


Adolph F. Buechele, President 


CRAFTSMEN 
AVENUE - 


Phone CAL 4137 - 


O F PHOTO-EN 


engravers’ metals. Rogers specialists will help you plan your engravings for black and white 
or for color reproduction. They will utilize every valuable inch of metal surface; they will be 
made by craftsmen, without waste, with peace-time effectiveness and at surprisingly low cost. 
Call us during “planning time,”” as hundreds of other particular advertisers are doing. 


ROGERS ENGRAVING COMPANY 


GRAVING 


CHICAGO, ILLINOIS 
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Victory Gardens to 
Benefit from Huge 
Promotion Push 


(Continued from Page 2) 


has finally come to an irrevocable 
decision about that 3 x 5 patch be- 
side the garbage can. 

Seed orders, via catalogs, one of 
the principal methods of selling 
small seeds to small gardeners, 
leaped upward as much as 100% 
over last year during January, nor- 
mally a dull month, and many a 
seed house selling at retail is lean- 
ing over backward to hold on to the 
few remaining catalogs in the house, 
as well as husbanding its stock of 
seeds in an effort to supply old and 
tried customers. Vaughan’s Seed 
Store, operating retail outlets in 
New York and Chicago, and dis- 
tributing some 750,000 catalogs each 
year, had a foretaste of the mood of 
the public last week, when it put a 
special Victory Garden assortment 
in the window and had to withdraw 
it after three days in order to con- 
serve its rapidly dwindling stock. 

The industry, nevertheless, has 
been campaigning for official Vic- 
tory Garden promotion for several 
years, and has been inclined to 
blame the political potency of the 
farm bloc for failure of the Depart- 


: ie a a a ae ae es 


To reach the leaders : 
of large and 
small businesses... 


CHOOSE THE 
LEADER IN 


+ + + + + + + HH 


CAMPAIGN OPENER 


GROW YOUR OWN 
VEGETABLES 


Green vegetables are vital to winter health, especially the 
children’s. There's only one way to make sure that your 
family have all they need — grow your own. Farm land is 
needed for bread, potatoes and sugar — and for the food the 
cows need to give you milk. 

Next year there will only be enough vegetables if you help to 
grow them. Don't rely on others. If you have a garden, turn 
it over to vegetables. If you haven't, apply at once at your 
local council office for an allotment. Growing vegetables is a 
job for the whole family 


DIG 4, Victory 


This copy, scheduled by the British Min- 
istry of Agriculture, started the 1943 
"Dig For Victory" drive in Great Britain. 


ment of Agriculture to act decisively 
before this year. Farmers viewed 
the Victory Garden idea with the 
greatest distaste until about six 
months ago, but have now with- 
drawn their opposition in view of 
the fact that they will have diffi- 
culty supplying the markets that are 
left to them, without worrying 
about possible inroads on their cus- 
tomers. 

A special conference of “national 
leaders on home food production” 
was held in New York under the 
auspices of the National Victory 
Garden Institute the last week of 
January, and the institute was for- 
mally organized as a nationwide 
clearing house for Victory Garden 
information. It is an independent 
organization, apparently set up with 
the blessing of the Department of 
Agriculture, and composed pri- 
marily of “amateurs” in the garden- 
ing sense, although not in the finan- 
cial or promotional sense. 

The seed trade is not quite sure 
what special function this new insti- 


} {' 1S a business executive or professional man of the high- 

est type — president, board chairman, vice-president, 
general manager, owner, or partner. 

He is a leader in his community. 

He is active in civic and war-time affairs. 

He has been chosen by other business leaders for member- 
ship in his Rotary Club because he’s a leader—the type of 
man with whom they wish to be associated. 


He’s a man who buys and influences buying, not only for 
personal needs, but for business. 


He’s a man well worth cultivating, for be has what it takes 
to buy what you sell, now and after the war. 


He, and 167,999* others of like calibre, read 
The Rotarian, not only because it is their own 
publication, but also because of its editorial 
excellence. Personal interview surveys and 
advertising results prove it. 


Does he know your product ? Will he remember it after 
Victory? Let us tell you how this man can be reached most 
effectively and economically. 


tHe Rotarian 


35 East Wacker Drive, Chicago 


*ABC net paid for June, 1942 issue, 175,537 


tute will perform, but it suspects 
that its work will be primarily 
along publicity lines. It is certain, 
however, that the National Garden 
Bureau, an organization supported 
by voluntary contributions, princi- 
pally from seedsmen, will continue 
to play a major role in the dissemi- 
nation of gardening information, a 
function it has performed for 25 
years. The association is a prolific 
source of gardening information for 
newspapers and magazines, and has 
just distributed 250,000 copies of a 
handsome Victory Garden poster for 
display in seed stores and other re- 
tail outlets. 


Expects Biggest Year 


The seed industry, normally ac- 
counting for about $156,000,000 a 
year in business, expects the Vic- 
tory Garden crusade to yield its 
largest sales year. But because of 
shortages, the huge demands of 
lend-lease and the difficulty of get- 
ting labor, it is not so much inter- 
ested in developing immediate seed 
sales as it is in the possibility of 
getting five or ten million additional 
families into the habit of raising 
their own gardens. The acreage 
presently being used by seed grow- 
ers is considered as the practical 
peak, principally because of the 
labor situation. 

The seed business is a “father and 
son” business of unusual type, and 
actual figures on sales and produc- 
tion are difficult to get, but those 
who know the field best say that 
a dozen or so big growers—most of 
them completely unknown to the 
general public—account for about 
75% of all vegetable seed. The big- 
gest is Associated Seed Growers of 


New Haven, with F. H. Woodruff 
of Milford, Conn., perhaps next in 
line. 

Leading retailers of seed—some 
of whom also are growers—include 
such familiar names as W. Atlee 
Burpee, Vaughan Seed Store, Tre- 
main Seed and Plant Company, 
H. G. Hastings Company, Peter 
Henderson & Co., Joseph Breck & 
Son, I. W. Scott, Stumpp & Walter 
Company, Henry F. Mitchell Com- 
pany, Henry Field Seed Company, 
Earl May, and Condon Bros. 


Catalogs Principal Medium 


Most of these maintain retail 
stores, and all of them sell nation- 
ally, using catalogs—the major pro- 
motional medium of the seed field. 
Principal catalog seedsmen use pub- 
lication advertising, but almost all 


}a mailing list for the catalog, which 
is relied upon to do the heavy sales 
work. 

There are about 400 seed retailers 
in the catalog class, and between 
them they are estimated to produce 
annually about 125,000,000 catalogs. 
Berry Seed Company, Clarinda, Ia., 
which produced 4,000,000 catalogs 
in 1934, is generally conceded to 
hold the record for size of edition, 
although many other catalog users 
produce much larger and more elab- 
orate volumes. The company regu- 
larly sends out about 1,000,000 of 
its catalogs. 

Burpee is generally considered 
annual print order in the neighbor- 
hood of 2,500,000 copies, and 
| Vaughan with about 
with a catalog bigger and more 
elaborate than most, is another im- 
portant factor. Almost all catalogs 
|are printed in the winter and dis- 
tributed early in the year, so that 


the 1943 crop has already been 
planted. The total catalog volume, 
while up somewhat from previous 
years, has not been affected sub- 
stantially by the booming sales 
prospects, insiders assert. Instead, 
catalog houses are taking some 


pains to place their precious vol- 
umes in those hands where they 
will do the most good, from both 
the buyer’s and the seller’s stand- 
point. 

There will be enough seeds this 
year to go around, growers say, but 
they warn home gardeners that 
supplies of certain seeds are sure 
to be short, and that the finicky 
gardener had better stock up now. 
And the diehard who insists on 
planting flowers instead of vege- 
tables will have no trouble getting 
seeds, although flower acreage will 
undoubtedly be cut down some 60% 
from last year, due to shifts to the 
vegetable front and the aforemen- 
tioned shortage of labor 


ADS TELL ENGLAND: 
‘DIG FOR VICTORY’ 


~ 


London, Jan. 5.—With the slogan, 
“Dig for Victory,” the Ministry of 
/Agriculture has launched its open- 


<< 


——. 


Market Place 


The rates for this department are as 

“Help Wanted,” “Positions Wanted,” 
sentatives Available,” 30 cents a line, 
order. All other classifications (single 
$4.75 per inch. 


follows: 

“Representatives Wanted,” and ° 
minimum charge $1. Terms cas 
insertion rates): % in., $2.75; 1 t 


REPRESENTATIVE WANTED 
ADVERTISING REPRESENTATIVE 
for middle western territory to so- 
licit and service advertising accounts 
for trade paper publishing company. 
Write fully past connections, type of 
business in which experienced, age, 
salary desired. 

Box 3959, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 


Newspaper Natl. Mgr. or Asst. Busi- 
ness Mgr. 35, single, draft exempt. 
College, 15 yrs. exp.—6 yrs. natl. adv. 
metropolitan daily, 9 yrs. top newsp. 
rep. Knows natl. selling thoroly. 
Plenty of vision & imagination; apt 
& hard worker; temperate; congenial. 
Wants permanent position with 
chance for executive growth. 

Box 3961, ADVERTISING AGE, Chgo. 
S YRS. PUBLICATION EXPERIENCE 
Young woman with advertising, cir- 
culation and _ editorial knowledge 
seeks change. Creative ability. Now 
assoc. editor of national magazine. 
Chicago location. 

Box 3960, ADVERTISING AGE, Chgo. 
Advertising Manager — agency-indus- 
trial-direct mail-publication experi- 
ence. Over draft age, 25 years suc- 
cessful experience. Prefer south-west, 
but consider any place that pays top 
money for results. 

Box 3957, ADVERTISING AGE, Chgo. 


TO PUBLISHERS 
(newspaper trade _ paper, 
magazine experience) wants to con- 
tact publisher of monthly who real- 
izes the world has changed and that 
publication and editorial policies suc- 
cessful in the haleyon days now 
should be adjusted to meet new con- 
ditions. Advertiser would orient, edit, 
revitalize your publication in his own 
home shop, 35 minutes from Grand 
Central, N. Y., and probably reduce 
editorial costs. 

3ox 3954, ADVERTISING AGE, N. Y. 


EDITOR 


of it is small-space coupon advertis- | 
|ing, designed primarily to build up| 


the leading catalog house, with an/| 


750,000, but) 


ines 
POSITIONS WANTED 
Young man, college, excellent ay yes, 
ance, 4F, employed leading 4, 
Agency, doing account detail wor) 
desires position as assistant t. 4.’ 
count executive. 
Box 3958, ADVERTISING AGE, \. y 
HELP WANTED 
Magazine publishing house has 
ing for advertising promotion 
ger. Experience in popular W, 
Field desirable but not necessary 
Unqualified opportunity. 
Box 3955, ADVERTISING AGE, w\. y 
Chicago publisher wants ADVG, Migr. 
Small trade monthly. Good correspon. 
dent, “nose” for prospective bu ess 
and able to mark ad copy speedi|\y 
Box 3949, ADVERTISING AGE, Che, 
COPYWRITER WANTED. Recogn iz.) 
advertising agency in southern miq- 
dle west needs a man—draft exemp: 
—with proven ability to write persya. 
sive advertising and to visualize 
striking layouts. Congenial surround. 
ings, good salary, bright § future 
Please give full details including ex. 
perience and present salary and se; 
snapshot and specimens of work. 4A| 
1 


“pen. 


members of this agency know of ¢t} 
advertisement. Your letter wil! | 
held in strict confidence and all mate- 
rial returned. 

Box 3962, ADVERTISING AGE, Chgo. 
PHOTOGRAPHY 
PHOTOGRAPHIC ASSIGNMENTs 
brilliantly executed anywhere in the 
U. S. Our net-work of 2,000 photog- 
raphers is tops. Also stock pictures 
kodachromes all subjects. Free-lanc 
Photographers Guild, Ine., 219 E. 44th 

St.. New York City. 
REPRESENTATIVE AVAILABLE 
PUBLISHERS REPRESENTATIVE 
Established N. Y. office desires meri 
torious business or class publicati 
Excellent contacts—wide experience 
Box 3942, ADVERTISING AGE, N. \ 


ing advertisement in a series in- 
tended to impel every available 
man, woman and child in Britain 
to grow his own vegetables for 1943. 

A series of “Dig for Victory” 
weeks will start in London and the 


50% of the entire country’s ground 
allotments are located, and will 
gradually spread northward. Ad- 
vertising will be 


media being employed. National 
advertising will be maintained 
| throughout the year, with local copy 


during the special weeks. 
Exhibitions Scheduled 


Because of the importance of 
winter vegetables, the necessity of 
planning ahead will be underlined 
not only for the winter of 1943 but 
the winter to follow. Touring ex- 
hibitions have been arranged by the 
Ministry of Information, to show 
how allotments should be planned 
to insure a maximum output. 

Plans also call for continuation 
of the Red Cross Victory Garden 
Week, during which regular allot- 
ment holders and gardeners will 
compete for honors. This time, how- 
ever, the quality and quantity of 
vegetables — not pretty flowers — is 
what counts. 


home counties where approximately | 


intensified this | 
year, with both national and local | 


to be concentrated just prior to and | 


Harvard to Make Study 
of Local Radio Usage 


Boston, Feb. 12.—A survey of the 
experiences of local users of radio 
advertising will keynote a new post- 
war advertising study to be under- 
taken at Harvard business school, 
junder the direction of Charles H. 
|Sandage, visiting professor of busi- 
ness research. Neil H. Borden, pro- 
fessor of advertising; and Harry R. 
Tosdal and Malcolm P. McNair, pro- 
fessors of marketing, will serve as 
an advisory committee. 

Prof. Borden declined to reveal 
|the project’s sponsor, but described 
the appropriation as “adequate for 
complete research.” “Our findings 
should be ready for publication in 
about 15 months,” he said, “at 
which time we shall be glad to re- 
veal the name of our donor.” 


Palmer Heads WCKY 

Fred A. Palmer, formerly sales 
|manager of Station WCKY, Cincin- 
|nati, has been appointed manage! 
and will also direct sales activiti 


| Adds Dunhill Cosmetics 


Mary Dunhill, Inc., cosmetics, 
|New York, has appointed St. 
| Georges & Keyes to handle its 
|advertising. James V. Spadea is 
} account executive. 


Advertising 


PRINTING 


bounded 
and colo 


+ 


FAITHORN C 


DAY AND 


SERVICE TELEP 


Ad-Setting + 
500 SHERMAN STREET - CHICAGO 


Typography 


is far more than just typesetting... 
It is an art that has been developed 
by advertising designers and typog- 
raphers in the last twenty-five years 
... It is a very definite technique of 
handling that has been developed, 


by basic laws of space, mass, 
r, a pattern if you please that 


has been found to be most effective 
in creating attention by having fine 
appearance and inviting reading 
by presenting the message in an 
orderly fashion that is easy to read. 


MEMBER OF ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA 


ORPORATION 


Engraving + Printing 


HONE WABASH 7820 
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____BUY THE BEST—AND SAVE [OPA May Employ _ (isportion, 2nd. mannower, 24) Garrett Signs for 
Li . P ducers without a corresponding ine New Radio Series 

aahdl FM « Compeny icensing owers crease for consumers. | Garrett & Co., Brooklyn, has 


‘launched a new series of original 
|radio plays over WBBM, Chicago, 
/on behalf of Virginia Dare and Gar- 
|rett wines. 

The programs will be heard 
Wednesdays, 9:30 to 10 p. m. CWT. 
The show, “108 Theater,” is pro- 
duced by Carl Gass. 


to End Evasions ‘First Ladies’ of 
Washington, D. C., Feb. 12.—The 


licensing provisions of genera l South to Promote 
maximum price regulation, it was 
Use of Cotton 


indicated today, may be used by the 

Office of Price Administration and , 

food agencies to curb the growing (Picture on Page 39) 
Memphis, Feb. 10.— The cotton 

field and pickaninny usually associ- 


black market. 
The black market, rising in extent 
ated with the South fail to find a 
place in the new spring series of 


and affluence as the civilian econ- 

omy tightens, has already begun to 
full-page advertisements of the Na- 
tional Cotton Council and Cotton- 


SINCE VOU CAN BEY ONLY 


1 pair of shoes until June 15 


2Ol NEED MARSHALL FIBLD & COMPANY'S 
LASTING QUALITY MORE THAN EVER 


BRUCE VAN DUSEN 


Detroit, Feb. 9.—Bruce B. Van 
Dusen, 42, advertising and _ sales 
director for the S. S. Kresge Com- 
pany, died here Saturday in Harper 


assume formidable proportions, par- 
ticularly in meat. 


Under the terms of “General| Textile Institute, which will feature | Hospital. Mr. Van Dusen had been 
Max,” retailers and wholesalers were |instead the “first ladies” of the| associated with the Kresge organi- 
licensed. At the first violation,|South, their attractive homes—and | zation for the past 20 years. 


OPA sends the offender a letter of 
warning (some 4,000 such letters 
were sent out recently), and if sub- 
sequent violations occur, OPA takes 
the matter to court. 

Meantime, a reliable source indi- 
cated that OPA has set up a 3,000- 
family panel to test the effective- 
ness of points rationing, to become 
effective in March. 

At the same time the Food Dis- 
tribution Administration is studying 
a plan to concentrate milk distribu- 
tion in the New England area, pos- 
sibly through closing down half of 
the 155 county receiving stations in 
the Boston milk shed. The object 
of this first marketing concentration 
plan will be to effect savings in 


frocks made of cotton. 

First of the series, to appear in | 
the March issue of Harper’s Bazaar, | 
will be illustrated by a photograph | 
of Mrs. Paul B. Johnson, wife of the 
Mississippi governor, and her 16- 
year-old daughter. Later ads in 
Mademoiselle and Vogue will fea- 
ture portrait studies of the “first 
ladies” of Louisiana and Tennessee. 
Photographs will be maue in the 
executive mansions of the respective 
states. 

The simplicity and serviceability 
of cotton will be emphasized, along 
with the slogan, “Cotton freshness 
is a must in fashion.” Alley & 
Richards Company, Boston, handles 
the account. 


— NAMES 
ADDRESSES | 


COUNTY AGENTS 


HOME DEMONSTRATION AGENTS 
OTHER AGRICULTURAL LEADERS 
COMPLETELY REVISED UP-TO-DATE 


if your business is in the Agricultural field, 
you will find this accurate information very 
valuable. 28 years of Publication. Contains 140 
Pages. Price $5.00 postpaid. Just off the Press. 
Mailing Now. 


COUNTY AGENTS DIRECTORY 


223 W. Jackson Bivd. Chicago, Hil. 


_— 


Typical of manufacturer and retailer copy which followed last week's sudden shoe 

rationing edict are these samples. Florsheim Shoe Co., Chicago, which has been 

using a conservation theme in its advertising, adapts its copy to the new develop- 

ments with a box on the whys and hows of rationing. Marshall Field & Co., Chi- 

cago, emphasizes the thriftiness of quality, as well as a complete stock to choose 
from. Both ads appeared in newspapers. 


Shoe Makers See 
Bright Side to 
Ration Order 


(Continued from Page 1) 


Nunn-Bush Company, Milwaukee, 
which retrenched on its advertising 
last fall, has drawn up a 1943 sched- 
ule on a par with promotion of two 
years ago and, using magazines, 
intends to maintain its campaign. 
|Regular magazine schedules also 
will be maintained by Julian & Ko-| 
kenge Company, Columbus, O., 
maker of Foot Saver shoes for 
women, and Lockwedge Shoe Cor- 
poration of America, Columbus, | 
manufacturer of Dr. M. W. Locke | 
shoes for women. Aubrey, Moore & 
Wallace, Chicago, handles advertis- 


of retailers who now have over- 
ample supplies. 


Within the style and color limits 
dictated by the government, some 
in the trade also believe the mar- 
keting of new shoes may set a new 
pattern which instead of following 
the seasons will coincide with suc- 
cessive ration dates. 


To Continue Theme 


Florsheim Shoe Company, Chi- 
cago, which has for several months 
been telling a conservation story in 
its magazine and newspaper adver- 
tising, intends to continue 
theme. Copy appearing in current 
magazines, scheduled well in ad- 
vance of the shoe rationing edict, 
carries this timely headline, ‘“Amer- 
ica will march to Victory on the 
leather you save.’”’ Consumers are 
reminded to buy good shoes when 
they need them, to give them extra 
care, and to remember that “Amer- 
ica’s fighting men are hard on shoes; 
you can’t afford to be.” 

Florsheim, among the first adver- 
tisers to follow the rationing order 
with newspaper copy keyed to the 
announcement, rushed advertise- 
ments to Chicago and New York 
dailies explaining the why, when 
and how of rationing. “With civilian 
shoes rationed, the Florsheim shoes 
you own, the pair you plan to buy, 


are valued possessions, for they rep- | 


resent the finest in fine shoemak- 
ing,” the copy declares. 
the magazine reminder that the 
armed forces are hard on shoes, and 
that the consumer can’t afford to be. 

McJunkin Advertising Company, 


2-fD 


unt. 
Wohl Shoe Company, St. Louis, 
which is eliminating the peacetime 
rills from its copy and layouts, 
levertheless, will merchandise its 
ines aggressively in magazines and 
‘wspapers. A slight reduction in 
e scheduled newspaper linage may 
‘made, but the firm will maintain 
magazine schedule. Details of 
e spring campaign are reported on 
ige 28 of this issue. 


~~ ot 


this | 


It repeats | 


‘hieago, directs the Florsheim ac- | 


ing for these three firms. 
Beck Rushes Copy 


Ameng New York advertisers who 
were quick to gear their copy to 


was A. S. Beck Shoe Corporation, 
which used newspaper space to ex- 
plain rationing rules. ‘Months ago, 
we foresaw the possibility of ration- 
ing,’ the company said. “Since 
then, the seven great A. S. Beck 
|factories have been producing shoes 
for men and women to give even 
greater quality and value than you 
have always enjoyed. . . Now, more 
than ever, you must buy quality 
|shoes.”” The company operates 112 
retail stores. Pettingell & Fenton is 
ithe agency. 

Knomark Mfg. Company, Brook- 
|lyn, seized upon the opportunity to 
run a 1,000-line insertion 
New York Times, offering ration 
tips as well as the suggestion that 
|consumers use its Esquire and Kno- 
/mark polishes to conserve their 
|shoes. Readers were offered a free 
booklet entitled, “Now, your shoes 
deserve the best of care.’’ Consoli- 
|\dated Advertising Agency handles 
‘the account. 


Has Non-Critical Line 


Radio advertisers, meanwhile, in- 
dicated that they would continue to 
use this medium in promoting gen- 
eral conservation and emphasizing 
|the quality of individual brands. 
| Shoes, sans leather and ration 
|coupons, probably will be on sale 
within three months. Adler shoe 
stores in New York City have begun 
production of non-critical shoes 
with uppers of canvas, cider-press 
cloth, or corduroy. Patented wooden 
soles will have a break at the ball. 
Soles and wooden heels will be 
cemented to the uppers, dispensing 
with metal nails and tacks. 

Because production is 


the announcement of shoe rationing | 


in the} 


limited, | 


little if any advertising is expected | 


when the “priority babies” 
| troduced. 


——a » 


PUBLISHERS REPRESENTATIVE 


| Specializing in industry now 90% frozen by war pri- 


orities. 


Seeks connection with reputable publication 


to either join staff or to act as ‘publishers rep.” Increased 


space sales over 250% in 3 
Honorably draft exempt. 


years for present publisher. 


Box 3963, ADVERTISING AGE, N. Y. C. 


™ ONTREAL 


TORONTO 


* NNIPEG 


J. J. GIBBONS LIMITED - 


GIBBONS KNOWS CANADA |e 


REGINA 


EOMONTON 
VANCOUVER 


ADVERTISING AGENTS 


are in- 


CATALOGUES 
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a (The former Rogers 9 Hall Co. Plant) 


OUR SPECIALTIES Excellent Quality 


Due to—Modern Equipment and Master 


Catalogues Publications ~ satel 

Booklets Paper Covered Books , , 

Flyers House Organs Quick Delivery 
Proceedings Convention Dailies Due to—Modern Automatic Machinery — 


Day and Night Service. 
Right Price 


Due to—Superior Facilities and Efficient 
Management. 


Price Lists General Printing 


Typesetting Always clean linotype and 


monotype. Standard and special type faces, if 
desired, from our own machines and type foundry. 


Presswork We have the most modern presses 
to produce any type of printing job economically. 
Color presses, one or more colors, operated by 
master pressmen. 


Satisfied Customers 
Quality, Service and Economy in good 
printing keeps all satisfied. We have solved 
many printing, publication, catalogue, ad- 
vertising and mailing problems. LET US 


SOLVE YOUR PROBLEM. 


WE EXCEL 
IN OUR SPECIALTIES 
Let us estimate your printing needs —however 
large or small. Estimates place you under no 
obligation 


Binding Any type of binding, machine gather- 
ing, machine covering and special trimmers. Again 
this modern equipment gives economy. 


Mailing If desired, we mail your printed 
matter direct from Chicago— the central point of 
distribution. The facilities of our binding and 
mailing departments are so equipped that we de- 
liver to the post office or customer as fast as our 
presses print. 


PRINTING PRODUCTS CORPORATION 


NATIONAL Prin ters LOCAL 


ONE OR MORE COLORS 


Polk and La Salle Sts., Chicago, Ill. 


Dun & Bradstreet, Inc. Rates 

Printing Products Corporation 

and Associates over $1,000,000 
Highest Credit 


Telephone 
WABash 3380 
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February 15, 194; 


‘Mike’ Cowles Asks 
Every Advertiser 
fo Support War 


New York, Feb. 9.—Gardner M. 
Cowles Jr., chief of domestic op- 
erations of the Office of War In- 
formation, last weekend appealed 
“to every advertiser in the United 
States” to devote a “generous 
share of its normal advertising” to 
the war effort under the guidance 
of the Advertising Council. 

Admitting frankly that the gov- 
ernment information job has not 
been well-handled to date, Mr. 


needs advertising as “the only force 
powerful enough to do the job,” in 
the principal speech at the Annual 
Advertising Awards banquet at the 
Waldorf Astoria hotel. 

“Advertising should be playing a 
decisive role in this war on the 
home front,” the former Des Moines 
publisher said. “I don’t feel it is 
doing so now. Industry has con- 
verted to a war basis. With a few 
notable exceptions, advertising has 
not. It has not refused to convert. 
It has just not adequately realized 
the government’s needs.” 

Mr. Cowles drew upon examples 
from various reports of the OWI bu- 
reau of intelligence to support his 
belief that the public is willing to 
make more sacrifices if only told 
what to do and how to do it. 

Advertising, he said, is the only 
force which can put government 


programs before the public “in sim- 
ple, exact terms, often enough, and 
with enough power, and with 
enough control to get results.” 

Pointing out that advertising, 
coming from thousands of different 
private companies from coast to 
coast, supports the information me- 
dia that make democracy possible, 
the OWI executive warned that he 
did not want to see the important 
relationship of private business to 
media altered, even in war time. 

Reiterating his stand against “a 
giant federal government advertis- 
ing fund” made at the wartime con- 
ference of the Association of Na- 
tional Advertisers in November, Mr. 
Cowles said that he wanted to see 
hundreds of individual advertisers 
undertake voluntarily the job of ex- 
plaining home front problems under 
the leadership of the Advertising 
Council and OWI. 


“So far advertising has not really 
attempted to organize on an all- 
out basis to help the war,” he con- 
tinued. 

“There are good and _ sufficient 
reasons why it has not. Advertis- 
ing, it seems to me, has not under- 
stood the needs of OWI. The fault 
is ours for not placing our problems 
before you in specific terms. We 
hope substantially to remedy that, 
and very soon. 

“But at the same time not enough 
thought has been given, it seems to 
me, by the advertising agencies, or 
by the advertisers, or by the adver- 
tising trade associations as to how 
they could mobilize the resources of 
private advertising behind govern- 
ment information problems. 

“To mobilize these resources suc- 
cessfully would, in my opinion, help 
in an important way toward the 
winning of the war. And adver- 
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emerson . — 
tising would be selfishly helpjy 
own reputation by demonstrat;, 


ite 
ils 


importance to many people” its 
Washington and elsewhere, w},;, ,.” 
day are very skeptical of the need 
of advertising in times like the. 
Too many talk of advertising ,. . 
peacetime luxury.” ie 

Mr. Cowles complimented 4, 
Advertising Council for work that 


“has been magnificent as far ac 
has been able to go,” and for teach. 
ing people in Washington for the 
first time the real meaning of aq. 
vertising. 

Emphasizing that many excelle,; 
campaigns prepared by the Coungi 
and by volunteer advertising agency 
talent have never been put to wor; 
because the government has no aq. 
vertising funds, Mr. Cowles ey. 
pressed the personal opinion tha; 
it would be unwise for the gover. 
ment, advertising and media for 
those funds to be appropriated. 


Up to Private Business 


“Whether or not I am right,” he 
continued, “the practical aspect o; 
the question is that the governmen: 
is not going to appropriate that 
money now, and the job is immedi- 
ate. It must be handled now. We 
must look for some way of getting 
the advertising without government 
funds. That means we must turn 
to private business. 

“After the war we all expect 
many changes. Many a group and 
many an industry and many a com- 
pany will hold places much higher 
in public esteem than they did be- 
fore the war. And many will hold 
places much lower. I believe the 
place each holds will depend large- 
ly on just how much each con- 
tributes to winning the war. And 
I'd like to see advertising very high 
on the list. I’d like to see adver- 
tising high on the list because I be- 
lieve advertising is absolutely es- 
sential to the continuance of free 
enterprise in this country, and | 
think free enterprise is the back- 
bone of our democratic system. 

“That is why I'd like to get every 
advertiser in the United States to 
say to himself: ‘I want my com- 
pany immediately in its advertising 
to help inform the public on some 
of the vital government information 
programs. Within the limits of my 
company’s resources in 1943, I'll see 
to it that a generous share of its 
normal advertising goes to help the 
war effort in accordance with the 
best judgment of the Advertising 
Council. And I'll do my best to 
persuade all in my industry to fol- 
low my example.’ 

“There are many signs that gov- 
ernment policies on the home front 
are at last shawing down into a 
more logical and definite pattern. So 
we have reached the point, it seems 
to me, when we desperately need 
and can safely use advertising on a 
major scale to persuade the public 
to action. The job requires con- 
trolled messages in print and on 
the air, important messages in size 
of space and in point of time, re- 
peated messages and powerful mes- 
sages. If we are to get this adver- 
tising, it must come as a voluntary 
contribution of private industry 
working with the Council. 

“I believe you men in advertis- 
ing could and would organize adver- 
tising as I have suggested to help 
win the war if you were convinced 
of the need. 

“All of us in Washington in the 
OWI see the need. Those of you 
working closely with the Advertis- 
ing Council see the need. 

“We seek your help.” 
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of Southern Friendliness 


* The ANSLEY e arcanta, ca. 

* The TUTWILER e¢ sirmincHam, A 
* The ANDREW JACKSON @ wasHvicce.7 8% 
* The O. HENRY e¢ creenssoro, N. 

* The JEFFERSON DAVIS « monrcomery. *\* 


* The SAVANNAH e¢ = savannan, GA 
* The ST. CHARLES e new orceans. 


The Dinkler Hotels are modern in 
every respect and are conveniently 
located on the principal highways 
in the South. 


DINKLER HOTEL 


CARLING OINKLER, PRES.& GEN.MER 


B 3000 ROOMS in SOUTHERN HOTELS 
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PHOTOGRAPHIC 
EVIEW OF 
THE WEEK 


WOHL COPY IS STREAMLINED 


TD at ee Se ee ee a er 


All the embellishments, as illustrated in the two-color advertisement reproduced 

at the top, have been dropped from the new copy for Wohl Shoe Co., which 

is shown below the prewar ad. Simple illustrations and brief copy emphasizing 
names and actual prices are now the rule. (Story on Page 28.) 


BUILDING FOR THE FUTURE 


Look—the Smiths are 
building a new home! 


Stamp by Scarop and fond by Bomd—che Smiths are burldeng for the future. 


Buying honds to breng Victory ocarer building for a prosperous peace 
To the Souths, Home means freedom, happuness. comfort and security .. . the 
fruns of Victory. More power to the Smiths’ And to the millions of patriotic 
2 aan 2 © comm Amerwan famies whose “all-out purchases of War Bonds and Scamps are help- 
The Goserel f me to win the war and sesure 2 prosperous America after the war 
i teerae's sone end cor, AFTER VICTORY —THE HOME YOU HAVE ALWAYS WANTED! 
f 
(ge Look at a this way. US. War Bones and Stamps arc common seme savings 
f “9 j Four dollars at maturity for ever od now. After Victory, your Bond 
| eee purchases can be used as part pa « hond of 2 home you hawe slways 
—" 
——) wanted with ever ythimg in at the «real heme Act today —bay Boods 
; and save — your nation and your future both depend on 1 
met 
ey GENERAL & ELECTRIC 
ante : 


COnSsUMmtEas INSTITUTE 


This illustration will inaugurate a new copy theme for the General Electric 
Consumers Institute. It emphasizes purchase of war bonds and stamps closely 
integrated with postwar planning. (Story on Page 15.) 


JERGENS TWO-IN-ONE 


Andrew Jergens Co. will back up this 
new “Twin Make-up” kit, consisting of 
two beauty aids in one box, with large- 
space color insertions in leading maga- 
zines, as well as the company's regular 
radio broadcasts. The package contains 
the new velvet make-up cake and Jer- 
gens face powder. Lennen & Mitchell 
handles the account. 


Miles Laboratories gets its two kinds of 
One-A-Day vitamin tablets out on the 
counter with this new display container 
produced by Forbes Lithograph Mfg. Co. 
The display panel is lithographed in full 
color, and the inside of the container 
carries full-color reproductions of the va- 
rious sizes of packages, giving the im- 
pression of another layer. 


‘FIRST LADY’ 


Wives of governors of southern states 

will be featured in the new series for the 

cotton industry, starting in March. This 
is the opener. (Story on Page 37.) 


BACKS OWI DRIVE 


Official U. S. V-Mail in these specially- 
designed display containers is being 
offered to grocers throughout the coun- 
try by Harry B. Weil & Associates, Chi- 
cago, national sales agent for Wolf En- 
velope Co., Cleveland, the manufacturer. 
A campaign to back OW! promotion of 
V-Mail is scheduled for grocery papers, 
through Lang, Fisher & Stashower, 
Cleveland. 


AT SECOND NBC WAR CLINIC 


John F. Royal, vice-president in charge of NBC's international broadcasting, 

speaks on “Broadcasting Morale” at the second of NBC's seven-city series of 

war clinics, held in Chicago. At Mr. Royal's right, seated, is Niles Trammell, 

NBC president. Seated at his left are W. S. Hedges, vice-president in charge of 

NBC stations; Stanley E. Hubbard, manager of KSTP, St. Paul; and Dean Fitzer, 
manager of KSD, St. Louis. 


CHEVROLET MAPS THREE-PURPOSE PLAN 


A three-purpose advertising plan for 1943 has been charted by Chevrolet Motor 

Division's advertising committee, having as objectives conservation, dealer sup- 

port, and keeping the company's trade name alive. Committee members, clock- 

wise around the table, are: R. H. Crocker, Campbell-Ewald Co.; T. H. Keating, 

assistant general sales manager of Chevrolet; C. P. Fisken, advertising manager; 

William E. Holler, general sales manager; E. A. Nimnicht and K. M. Chase, 
assistant general sales managers. 


As one of its wartime projects, the Advertising Club of St. Louis provided a com- 

pletely equipped lounge for the first contingent of Waacs who will be quartered 

at Fort Leonard Wood. Shown here in a section of the establishment are Lt. 

Marcia Marple, and Capt. Wm. F. Mitchell, Waac recruiting officers; Mrs. Mahlon 
B. Wallace, Red Cross; and Carl Meyer, president of the St. Louis ad club. 


CANDY COUNCIL PROGRAM GETS REVIEW 


OL EF ig 


Ted Stempfel, seated left, vice-chairman of the Council on Candy as Food in the 

War Effort, listens to Jos. W. Hicks, head of the Chicago public relations organ- 

ization which is directing the council's 13-week radio series, read copy prepared 

by the Chicago office of Batten, Barton, Durstine & Osborn. Robert B. Barton, 

vice-president of the agency, is at the right, and standing, left, is W. C. Weddell 
of NBC, Chicago. 
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Iustration from Kane's Arctic 
Expl the ew | 
book” Peary read as « boy. 


PEarRY. . . The name has come to stand for iron 
endurance, an unbreakable will that carried the great 
explorer on and on, through twenty-three years of 
struggle and defeat, co reach the Pole at last. 


But Peary as a boy was dreamy, sensitive, romantic 
—a great reader, quick to be stirred by what he read. 


One book —Kane’s Arctic Exploration—left an indel- 
ible impression on his mind. 


It first gave him that dream of the mysterious North 
which never afterward left him. He tells how, coming 
across an article on Greenland, “the chord which had 
vibrated intensely in me at the reading of Kane's wonder- 
ful book, was touched again"; how, from that time on, he 
began reading everything he could find about Arctic 
travel, storing his mind with the experiences of other 
explorers. 


The result was his first Northern expedition—and, 
in the end, his capture of the goal which for nearly 
four hundred years men had striven and died to win. 


’ ry 7 


READING IS THE LIGHT without which nations would live io 
darkness. Only through reading does the stored-up wisdom and 
experience of the past come down to us. Lives like that of Peary, 


se 


"Probably few outsiders realize the well-nigh inc 
ment as Peary's... He performed one of the great feats of our time.” 


LEADING started him 
oy, tis conquest of the POLE 


and all the other great names of history, continue to inspire us 
through our reading. 


On a far vaster scale than any other medium this country has 
ever produced— The American Weekly is developing the priceless 
habit of reading in more than 7,500,000 American homes. 


Its thrilling stories of real life—tales of love and crime, mystery 
and intrigue—help to satisfy the hunger for romance in millions 
of lives. Millions love and dare and triumph in imagination as 
they read these stories of real men and women. 


How many have found, in The American Weekly's true tales 
of adventure by land and sea, something of the thrill and inspira- 
tion Peary got from his early reading! 


Its fascinating articles on the newest developments in popular 
science, in history, travel, biography, medicine, religion, open 
new horizons to the people of America, stimulating the youth of 
the country to new forms of effort and achievement. So simply 
and clearly are these articles written that all can grasp them; yet 
their authenticity is so complete that copies are used every day by 
instructors in schools and scientific institutions all over the nation. 


And not least of its contributions to American life is the prac- 
tical guidance The American Weekly gives its millions of readers 
with regular articles on domestic science, cooking, food stuffs, 
home-making, child care, physical health and beauty. 


Today every household in America is, in a sense, on a journey 
of exploration; and in the new and difficult problems that beset 
every step of the way, The American Weekly gives valuable in- 
formation and help. 

Who can measure the lasting influence of this mighty magazine 
which enters so deeply into the thoughts and lives of countless 
millions—distributed from coast to coast through 20 great Sunday 
newspapers—to more than seven and a half million families. 


v r y 


The national advertiser who consistently associates his product 
with such an institution is tying up with the greatest force 
known in advertising. He is making his advertising message, 
like the rest of The American Weekly, the week-after-week reading 
HABIT of more than 7,500,000 families. 


THEAMERICAN 


“The Nation’s Reading Habit’ 
Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Heanst Bunc., Curcaco 5 Winruror Square, Boston Ancape Buoc., St. Lours Hanna Bunc., Creveraro 


Genenat Morons Bunoc., Dernorr... 101 Manierra Sr., Artanra 


Epson Buoc., Los Anceres Hearst Bupc., San Francisco 


redible toil and hardship entailed in such an achieve 
THEODORE ROOSEVELT 
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